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Responsible for direction of Spelts Lumber Company of Nebraska are Dick Spelts (left) and his father R. E. Spelts 
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1—Organization of an integrated and articulate construction industry 
which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—Identifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
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The Lumber Market at Presstime 

Editorial — Training—A Key to Improved Net Profit 


Increased Operating Costs — How to Keep Them Low 
as Possible 28 


First of a series of articles discussing the factors influencing your 
gross profits, written by a dealer for dealers. 


New Kind of Direct Mail Approach 36 
Here’s an idea that has created a lot of interest among customers 
and personnel of the Central Lumber Company’s yards in the 
upper midwest. You might like to try it. 

Imagination and Management Help Nebraska Company 


Grow 


Finding answers to ehallenging sales problems is routine at Spelts 
Lumber Company. 


How One Dealer Pushes Specialty Items 42 
Aluminum windows are tied in with roofing, paints, hardware and 
other items for package sales at League Lumber Co., Baltimore, 
Md. Application service and installation advice are other features 
offered by this enterprising organization. 


Remember — Hardware Sales Give You Plus Profits 44 


Dozens of hardware items should be added to the materials list 
for both new and remodeled homes. Here are some sales tips. 


Now You Can Train Your Employes Economically 48 


Details of 30-day short courses outlined; how to enroll and where. 


More Government Regulations PI. 
Questions and answers clarify restrictions on your purchasing for 
stock and use. 


Among the Dealers 54 
Convention Dates 54 
The Seven Stages of Sales Management 58 


Both the creative and professional sales manager must be able 
to answer the 10 marketing questions. 


What's Your Answer? 62 
Your Profit-Making Forum ~ 64 
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FIRST STEP 


in selling a home is pleasing the house- 
wife . . . and the easy-to-clean Etling 
Window is packed with sales appeal 
for the modern home-maker. It takes 
the stretch and strain out of window 
cleaning. Just press a tab and the entire 
glass area swings into the room with- 
in easy reach. Open or closed, both 
sash slide up and down. Housewives 
everywhere are ‘swinging to’’ the 
Etling Window. 
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WRITE ade all inquiries to 


THE ETLING ae, 
Dept. AL, Barberton, 


intor 
Please send me complete info 
concerning Etling Windows. 
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THAT SWINGS-IN FOR EASY CLEANING 
@ MORE PROFITS FOR YOU 


The Etling Window is a “sure-fire” extra feature 
that makes every home a fast seller . . . puts plus 
profits in your pocket. 


@ EASY TO INSTALL 


Precision construction makes installation a simple 
task. On-the-job studies show five can be installed 
in an hour. Merely . . . Place in Opening, Square 


Upper Right Corner, and Nail Through Blind Stop 
to Stud. 


@ A PACKAGED UNIT 


Each Etling Window is primed, tested and rein- 
forced with corner bracing. Packed singly in mar- 
proof cartons or crates for convenient handling and 
storage. 





%-T.M. Property Weather-Seal Inc. 
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The 


WINDOW 
BARBERTON, OHIO 
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WASHINGTON REPORT 





Higher prices for new homes and other construc- 
tion projects are being forecasted under the 
long awaited Office of Price Stabilization Her- 
long amendment order for the building in- 
dustry. 


The OPS said in passing, that the order, effective 
November 20, authorized what the agency 
called “substantial increases” in permissible 
prices on new homes, commercial and industrial 
building, highways anda long list of other 
construction projects. 

The order limits the markup for profit to 10 per- 
cent less than the highest percentage markup 
the builder had in effect for a similar job in 
the period July 1, 1949, thru June 24, 1950. 


Price Stabilizer DiSalle thinks the new ceilings 
will give builders about the same dollar profit 
they had before the Korean trouble broke. Labor 
costs, he said, have increased by about ten per- 
cent and building materials about twelve per- 
cent since the war began in June, 1950. 


The industry went under GCPR last January; 
and some four months later a large part of 
construction was shifted to the so-called service 
ceilings. Those ceilings were, if not a bust, at 
least a serious pain in the neck; because of the 
bewildering number of top prices a contractor 
had to calculate and the varied formulas he had 
to follow in making the calculations. 


The stabilization people feared the Herlong 
amendment would be equally hard to apply; 
but when Congress refused to change it there 
was no choice. They had to make the effort. 

So far as this page can learn, the OPS knew dis- 
tributors were entitled to relief from the pinch 
between rising costs and rigid top prices and 
would have done something about it in any 
case. The agency thought the amendment would 
be hard to administer; hence the objection to it. 


The new order applies to building contracts in 
which the seller furnishes any combination of 
labor, materials, use of equipment and the like. 
It seems to be a comprehensive coverage, so far 
as the building industry is concerned. 

Most building material merchants are wondering 
what the Herlong amendment and the Cape- 
hart amendment, which was set going a few 
days earlier, are going to do to the construction 
market. Are these increases going to inspire 
John Q. Public to sit on his house plans? 

Well, higher prices don’t usually encourage John 
to build; unless he thinks he’s beating a mad 
inflation rush. But it’s probable that these 
Herlong-Capehart increases will not, all by 
themselves, either stop or seriously reduce 
house building. 

Shortage of materials could cause such a reduc- 
tion; and so could restricted credits. But unless 
there’s a whopping jump in defense rearma- 
ment, of which we hear much talk and see less 
performance, there’s likely to be a pretty good 
supply of materials. And the money lenders 
say there’ll be loan funds. 


Bigger Federal lumber purchases, expected after 
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the turn of the year, are beginning to show at 
this time. It could be a secondary sign that 
the predicted speed-up in rearmament is really 
beginning to take. Shootin’ irons, sure enough, 
are made mostly of steel and other metals. But 
lumber is a pretty constant factor and index 
in military preparedness. 


Lumber export seems to be stepping on it, too. 
Columbia River mills that cut largely for over- 
seas trade have been reporting foreign orders 
some 20 percent above those of a year ago. No 
definite statements; but this could mean a 
hurry-up in preparedness on the part of our 
foreign friends. 


Pointed questions are getting asked about the 
armament program; why much needed combat 
planes come off the lines so slowly. Congress has 
made nearly $150 billion available, less than 
one fourth of which has been spent for defense 
purposes since the Korean trouble started. 


More weapons are being placed on order now; 
but, according to report, the rate is still low. 
In fact the third quarter of this year was below 
the second quarter. One explanation is that 
our masters are trying to build production 
capacity; which includes not only arms plants 
but also basic materials plants for making steel, 
aluminum and the like. 


About 12 percent of the steel estimated to be 
available in the first quarter of next year has 
been assigned to the military and atomic energy 
programs. Well, that doesn’t seem extravagant. 
The big enlargement of the military program, 
if there is to be one, lies somewhere in the 
farther future. 


Here’s one for the book: According to figures 
compiled by the Wall Street Journal, the supply 
of steel available to the civilian and defense 
supporting economy for the first quarter of 752 
could be 2,672,000 tons more than the supply 
available for the first quarter of ’50. It’s well 
to remember that Defense Supporting Economy 
appears to be another name for Civilian Econ- 
omy Preferred. 


There are business men who don’t understand and 
don’t like this heel-dragging in the defense pro- 
gram. In any event it’s stated here and there 
in Washington that rearmament, so far, hasn’t 
cramped the style of civilian production and 
distribution very much. 


Brass fittings for plumbing are still predicted to 
be in short supply during the first half of ’52 
and especially in the second quarter. But in 
general, shortages seem not to be threatening. 
That could change, and fast, if armament pro- 
duction really began doing its stuff. 


The aircraft industry, for instance, is supposed 
to have half a million workers, as of now; says 
it'll have to have three times that many if it’s 
to reach its planned production output. Well, 
housing and community facilities for a million 
added workers and their families could make 
a bum out of the predictions for private and 
non-defense housing for 1952. 
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OAK FLOORING 


of Uniform Quality... © 2=— 
Lasting Satisfaction 
























Properly kiln-dried oak flooring from 
Long-Bell factories adds lifetime beau- 
ty and charm to any home or office. Its 
uniform quality is the result of expert 
grading, careful handling and preci- 
sion manufacturing by experienced 
craftsmen. 


You’re always sure of a tight, flush 
surface with Long-Bell Oak Flooring! 
Each strip is accurately machined on 
side and end to give a perfect fit. And 
you can count on a lifetime of trouble- 
free service! Lumber for Long-Bell Oak 
Flooring is properly kiln-dried...kept 
in cooling sheds until completely ad- 
justed to atmospheric conditions. The 
finished product is stored in dry, well- 
ventilated warehouses. 


| BO When your customers ask for quality 
The Long-Bell Oak Flooring Plant at DeRidder, Louisiana. oak flooring, you can look to Long- 
QUALITY WOOD PRODUCTS From Long-Bell Douglas Fir and Ponder- Bell—with confidence. 

osa Pine factories — quality Frames, Industrial Cut Stock, Sash and Doors, Glazed 

Sash Box Shook... Kitchen Cabinets ... Unpainted Furniture . . . Prefabricated 





Building Stock . . . varied Products. MIXED CAR SHIPMENTS AVAILABLE 
OAX FLOORING @ PONDEROSA PINE PLYWOOD e TREATED PRODUCTS Oak Flooring with Yellow Pine end other Southern Lumber 

: : Products can be furnished in mixed cars to meet your 
s p boul pew J — creosote and standard salt preservatives, from Long- Bell exact building needs. Write for details. 





The Jone-Beu Jumber Company 


Established 1875 








KANSAS CITY 6 MISSOURI 


DIVISIONAL SALES OFFICES 


EASTERN DIVISION e Kansas City, Mo. WESTERN DIVISION e Longview, Wash: 


) 
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NEWS BRIEFS 


The fact that the steel supply is easier and, according to some 
steel men, may reach overproduction before many months, doesn’t 
mean the industry isn’t going to have labor troubles around the 
turn of the year and later. 

aa B * 


General belief is that the steel union will get a substantial 
wage advance, with or without a strike. Union leaders talk about 
20 to 25 per cent. If they get any such increase, the steel men will 
pretty much have made good on their boast that they’ve made 
controls meaningless. 

+ & * 


Manufactures, under the Capehart rule, may include in- 
creased advertising expenses, as well.as higher operating and 
selling costs, in calculating price ceilings. No question but that 
getting pushed up by uncontrollable costs against an unyielding 
ceiling wasn’t doing those boys any good. 


»* * * 


The NRLDA has arranged to send copies of the BLS “Cost 
of Living” index to the Managing officers of State and Regional 
Associations. The purpose is to make these reports available to 
members primarily concerned with wage negotiations. and con- 
tracts. | 

ak * * 

Many wage workers are employed under contracts patterned 
after the General Motors-UAW agreement, which has an escalator 
clause attached to this index. Incidentally, the official name is the 
Consumers’ Price Index. These charts show up in practically all 
conferences between labor and management, when wage rates are 
being worked over. 

* * * 


The ODM has added 16 more to the list of Critical Defense 
Housing Areas; bringing the total as of now to 57. If you’re a man 
of letters, that is, if you’re collecting Federai alphabetical desig- 
nations, note that these areas which formerly were indicated by 
the symbol ODM, followed by the index number, have now been 
shifted to CDHA. Critical Defense Housing Area, of course. 


& * * 


New cement plants are under construction in various key 
areas, some of which will serve the Southeastern territory, where 
persistent and the most acute cement shortages have for many 
years occurred. Mention will be made of the new plants in these 
columns as they start operating. 


* * * 


Spokesmen for investing institutions as well as the leading 
government housing officials are expressing optimism over pros- 
pects for the mortgage money market. John Scully, a vice-presi- 
dent of the Chase National Bank, says that increased deposits and 
the new tax on savings banks will force them to put more money 
= work. “And there is nothing more attractive than the GI loan,” 

e added. 


* * * 


All-time lumber production and shipment records for the 
Douglas fir industry are destined to fall this year. With ten months 
already completed, Douglas fir sawmills have cut 9.510 billion 
board feet of lumber and shipped 9.413 billion feet. Harris E. 
Smith, secretary of West Coast Lumbermen’s Association, said 
output and shipments for November and December should remain 
high. Mills have cut over 600 million feet more lumber in the first 
ten months of 1951 than they did last year when they broke all 
records, Smith said. In the same ten months period fir mills have 
shipped 420 million feet more this year than last. 
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LEE H. MATTES, re-elected president 
of the Insulating Siding Association. 


Siding Association 
Elects New Officers 


Lee H. Mattes, president of 
the Mastic Asphalt Corpora- 
tion, South Bend, Ind., and Eliz- 
abeth, N. J., was re-elected pres- 
ident of the Insulating Siding 
Association at its sixth annual 
meeting held at Skytop Lodge, 
near Scranton, Pa. 

Other association officers are 
William Waldman, Brixite Man- 
ufacturing Company, South 
Kearney, N. J., vice president; 
Gordon C. Estes, executive vice 
president, Globe Siding Prod- 
ucts Company, Whiting, Ind., 
association treasurer; and Wil- 
liam W. Wilson, western divi- 
sion manager of Bird & Son, 
Chicago, who was appointed to 
the association executive com- 
mittee. 


Lumber Manufacturers 


Elect New Officers 


The lumber manufacturers 
of the nation have elected John 
B. Veach, hardwood lumber- 
man, as President of the Na- 
tional Lumber Manufacturers 
Association, Washington, D. C. 
Mr. Veach, President of the 
Hardwood Corporation of 
America, Asheville, North 
Carolina, was unanimously 
chosen to direct the Association 
for the coming year. 

Mr. Corydon Wagner, Vice 
President and Treasurer of the 
St. Paul and Tacoma Lumber 
Company, Tacoma, Washing- 


9 








ton, and immediate Past Presi- 
dent of the National association 
succeeded to the post of Chair- 
man of the Board of Direc- 
tors. Mr. Ralph R. Macartney, 
Klamath Falls, Oregon, man- 
ager of the Klamath Falls 
Branch of the Weyerhaeuser 
Timber Company, was named 
First Vice President. 


The elections highlighted the 
1951 annual meetings held No- 
vember 10-15, 1951, at the St. 
Francis Hotel, San Francisco, 
California. 


In addition to his election as 
head of the National Lumber 
Manufacturers Association, Mr. 
Veach is currently serving as 
a Director of the National 
Hardwood Lumber Association 
and is a Trustee of the Ameri- 
can Forest Products Industries, 
Inc. He served as President of 
the Appalachian Hardwood 
Manufacturers, Inc. for 1948 
and 1949. 

Mr. Harry T. Kendall, Chair- 
man of the Board of Directors 
of the Weyerhaeuser Sales 
Company, St. Paul, Minnesota, 
was elected Chairman of the 
Board of Directors of the 
Timber Engineering Company, 
Washington, D. C., an affiliate 
of the National Lumber Manu- 
facturers Association. In addi- 
tion he was appointed Chairman 
of the Activities Committee of 
the National Lumber Manu- 
facturers Association. 

Re-elected as officers of the 
National Lumber Manufac- 
turers Association were the 
following: Walter S. Johnson, 
President, Western Pine Asso- 
ciation, Portland, Oregon, Re- 
gional Vice President; Hillman 
Lueddemann, President, West 
Coast Lumbermen’s Associa- 
tion, Portland, Oregon, Re- 
gional vice President; G. H. 
King, President, Southern 
Hardwood Producers, Inc., 
Memphis, Tennessee, Regional 
Vice President; E. O. Lightsey, 
President, Southern Pine Asso- 
ciation, New Orleans, Louisiana, 
Regional Vice President; M. L. 
Fleishel, Port St. Joe, Florida, 
Treasurer; Henry Bahr, Wash- 
ington, D. C., Secretary. 


Wholesale Distributors 
Plan Chicago Meeting 


A meeting of wholesale build- 
ing material distributors from 


all parts of the country will 
convene in Chicago on Decem- 


10 


. to 246 M a year ago. 


ber 12 and 13 at Hotel LaSalle, 
under the auspices of the Na- 
tional Building Material Dis- 
tributors Association. 

The program will feature 
extensive forum _ discussions, 
led by speakers of national 
reputation; and a round table 
discussion of basic wholesaler 
problems. John P. Ashton, Des 
Moines, president of the asso- 
ciation will preside. 


In the Market Centers 


SEATTLE —No particular 
pattern is apparent in the fir 
market which tends to be on 
the soft side. Trading is not 
brisk enough to pinpoint prices. 
However fir dimension has 
weakened between $2 and $6. 
Fir uppers are more plentiful. 
There is little or no change in 
hemlock prices. 


Transit cars are going at all 
kinds of prices running from 
$63-$68 on distressed cars with 
poor assortments to $70 and 
$71 for the more preferred cars. 


The government is out for 
between two and three million 
feet of plywood in all grades. 
On Dec. 11th and 12th there will 
be a government auction in Port- 
land which was originally 
scheduled for the 4th and 5th. 
It is understood some 60 million 
feet are to be purchased. 


Plywood is being sold five to 
12 percent below previously 
quoted prices and is getting 
weaker. 


The shingle market is slower 
than a fortnight ago. No. 3 
shingle prices are unchanged 
but No. 2 5X and No. 1 shingles 
are weaker. Some 16 mills are 
down in British Columbia and 
four in Northern Washington 
with one down permanently at 
Willapa. 

Log inventory in Puget Sound 
as of November 1st showed sup- 
plies up 53 million feet over 
Oct. lst of 480 M. A year ago 
the total was 546 M. Douglas 
fir logs aggregated 175 M as 
compared to 245 M a year ago. 
Hemlock and cedar stocks for 
the month were about the same. 
On Columbia river November 
1st logs totaled 468 M or 16 M 
higher than Oct. 1st. A year 
ago the total was 410 M. Fir 
logs totaled 223 M as compared 
Grays 
Harbor with 111 M also in- 
creased 16 M for the month. 





TACOMA—A general down. 
ward trend in plywood prices 
began this week as producers 
“re-aligned” prices in a long- 
anticipated break. Reductions 
here ranged from five to 15 per. 
cent, depending on grade, type 
and thickness. One large plant 
outside Tacoma reported, how- 
ever, that along with the price 
cuts it had increased prices on 
certain higher grades of ply- 
wood. The Douglas Fir Ply- 
wood association, pointing out 
it had nothing to do with prices, 
said the trade believes that 
while there is no shortage of 
plywood, warehouse stocks “are 
not burdensome.” Such a state- 
ment would indicate the reduc- 
tions are not the result of an 
over-supply. The association 
reported that plywood produc- 
tion had increased approximate- 
ly 100 percent since World War 
II. Military buying, which 
claimed 20 percent of produc- 
tion in June, fell off to nothing 
later in the summer, the associ- 
ation, reported, but the military 
is re-entering the market, either 
through direct purchase or 
through building contracts 
which result in plywood pur- 
chases. Tacoma has played host 
this month to two large groups 
who inspected logging and mili- 
tary operations. One group was 
made up of the directors of the 
National Lumbermen’s associa- 
tion. Corydon Wagner, vice 
president-treasurer of the St. 
Paul and Tacoma Lumber Co. 
and Chairman of the Board of 
the NLMA, was host to the 
group in a tour of the local 
plant and nearby logging opera- 
tions. The directors were en 
route to their San Francisco 
convention. Later, the Pacific 
Northwest Forest Industries 
were hosts to 11 Norwegians 
who are touring the country at 
the invitation of the Economic 
Co - operation administration. 
They visited the Nisqually 
“tree farm” and other forestry 
projects in the area. 


BALTIMORE—Demand for 
lumber continues fairly strong, 
and some Baltimore yards not 
only have benefited from orders 
from within their own usual 
orbit, but are sharing exten- 
sively through business devel- 
oped from New York, Phila- 
delphia and Norfolk. One local 
dealer transshipped a _ large 
order of fir timber to New York 
recently without handling in 
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Sloane Quality Tren-flex represents the 
latest advances in the manufacture of asphalt 
tile. A new plastic binder, combined with supe- 
rior pigments and fibers, gives Tren-flex an 


ce 
t. 
0. 
extremely smooth, easier-to-clean, longer-wear- 
ing surface. Colors are brighter and marble 
graining more beautiful. Tren-flex is your way to 
capitalize on the growing popularity of tile. It's 
sure to sell best because it’s the best that’s 
made! And—Tren-flex is available in 19 attrac- 
n. *trade-mark tive colors. Send the coupon today for more 
information and free samples. 


Fe ae ar ot ae 


Sloane-Blabon Corporation, Dept. AL-19 
295 Fifth Avenue 
New York, N. Y. 


Send me more information and free samples of NEW Sloane-Quality TREN-FLEX. 


e SLOANE-BLABON CORPORATION 
k A DIVISION OF ALEXANDER SMITH, INC. 
n 295 FIFTH AVENUE - NEW YORK, N. Y.- 
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his own yard. The speedy order 
was not due to the strike which 
tied up the New York port and 
the resultant embargo on some 
shipments into the city from 
Western points. 

The same yard also has a sub- 
stantial order of clears due in 
two weeks, the market in this 
material having been very ac- 
tive. 

Heavier timber orders still 
are maintained, local shipyards 
increasing their pace. Almost 
every yard has a substantial 
backlog of repair work, and 
the need for lumber is sus- 
tained. 

Fir generally is being brought 
in at around $116 for water 
shipments, with the rail deliv- 
eries $10 to $11 more. Some 
dealers, however, have had the 
advantage of more attractive 
offerings from the West Coast 
mills. 


In the last month there have 
been increasing offers of car- 
loads of fir dimension. 


There has been a constant de- 
mand for Southern pine heavy 
timbers also, and the supply 
from nearby sources is scarce. 


Some diversion from the local 
market has been noted winding 
up in the Pittsburgh area, one 
example being in 2 x 10 boards 
ordinarily hauled here for $85 
per M, but sent to the steel cap- 
ital for delivery at $110. 


One dealer reports placing an 
order for half million feet of 
white Western spruce for deliv- 
ery beginning around January 
1 for around $100 to $102, con- 
sidered a very favorable offer- 
ing. 

While many have been look- 
ing on the dark side about com- 
ing business, building permit 
figures fail to support the pessi- 
mistic view. For Baltimore city, 
building permits totaled 1,649 
for October, the valuation being 
$7,145,835. This compares with 
1,205 permits in September, val- 
ued at $2,710,080. Largest con- 
tract in October was for a $1,- 
317,450 school building, the re- 
mainder being numerous com- 
mercial and industrial projects. 

The same record is shown 
in adjacent Baltimore county 
which fills out the metropolitan 
district, the October building 
permit valuation being placed 
at $9,845,575, an all-time month- 
ly high. This was $1,277,972 
above September. Residential 


a 





Net Profits After Taxes of Corporations Engaged in the 
Construction Industry 


ct ae 


MILLION DOLLARS — Source of Date: United States Department of Commerce MILLION DOLLARS 
OERCIT DEHCIT 


construction made up $7,170,- 
996 of the October total. 


KANSAS CITY—Lumber is 
moving in fairly substantial 
amounts to retailers in the 
Southwest, reflecting a replace- 
ment of stocks that have ‘gone 
for residential construction, 
factory and defense plant 
needs. Particular emphasis has 
been on mixed cars and many 
mills are unable to fill promptly 
such orders. 

Shortages of certain key 
items are appearing, but in the 
main an ample supply of lum- 
ber is reported in the South- 
west. The weather has not been 
favorable for increased output, 
as rains have made the roads 
to the interior impassable in 
some areas. Prices continue to 
hold near their recent advances. 
For instance, kiln dryed No. 2 
boards, 6 and 8-inch, are bring- 
ing from $88 to $93 a thousand 
board feet, with the latter price 
just a little under the all-time 
high of last year. 

One of the reasons for the 
upturn in lumber demand is 
seen in the report of the Fed- 
eral Reserve Bank covering con- 
struction in a 7-state area. Dur- 
ing September the value of res- 
idential contracts awarded rose 
168 percent over the previous 
month and total of all types of 
contracts increased 180 percent. 
The value of residential con- 
tracts in September topped the 
like 1950 month by 50 percent. 

Rehabilitation work in the 
Kansas City area is going for- 
ward but it will take well into 
1952 to replace the structures 
washed away by the July floods. 
Many yards in the area expect 
to build up their stocks for 
next spring in anticipation of 
a liberal demand for such work. 

Mills have not been able to 
accumulate much inventory and 
with the turn in the weather 
the chances of stockpiling are 
none too good, lumbermen as- 
sert. The backlog of orders, 
however, is not large and the 





order file is getting back to a 
workable position. Lumbermen 
point out that the condition of 
the yellow pine market is far 
stronger than west coast woods. 
Reports still are current that 
mills in the area are short of 
skilled labor, with many leay- 
ing for the defense plants. 


Lumber—National 

Lumber shipments of 491 
mills reporting to the National 
Lumber Trade Barometer were 
4.4 percent below production 
for the week ending November 
10, 1951. In the same week new 
orders of these mills were 10.7 
percent below production. Un- 
filled orders of the reporting 
mills amounted to 39 percent 
of stocks. For the reporting 
softwood mills, unfilled orders 
were equivalent to 23 days’ pro- 
duction at the current rate, and 
gross stocks were equivalent to 
56 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 1.4 percent above 
production; orders were 1.4 per- 
cent below production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 85.3 percent above; ship- 
ments were 97.6 percent above; 
orders were 84.3 percent above. 
Compared to the corresponding 
week in 1950, production of re- 
porting mills was 1.5 percent 
above; shipments were 2.3 per- 
cent above; and new orders 
were 2.7 percent below. 


Southern Pine 
The production of Southern 
Pine by the 110 mills reporting 
to the Southern Pine Associa- 
tion for the week ending No- 
vember 10, 1951, amounted to 
17,567,000 feet, or 7.98 percent 
below the three year average. 
Orders for the week ran to 18,- 
899,000 feet, 1.00 percent below 
the three year average and 7.58 
percent above production. Ship- 
ments for the week were 18,- 
481,000 feet, 5.20 percent above 
production. Unfilled orders to- 
taled 53,088,000 feet. 


Western Pine 
Production of Western Pine 
and Associated Woods by the 
108 mills reporting to the West- 
ern Pine Association for the 
week ending November 10, 1951, 
totaled 75,156,000 feet. This 
compares to 64,561,000 feet for 
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Uncovered by Malarkey House Mo 





SHOW YOUR CUSTOMERS 


ow to ‘ndd-a-neonu " 


From all over America there’s a tremendous demand for Malarkey 
House “how-to-do-it’” plan booklets. This active response to 
Malarkey national advertising shows that tens of thousands are 
planning to modernize or remodel their homes. 

The urge to convert unused space, like an attic, into much 
needed room using the new, easy-to-apply Malarkey Plyweave, 
presents excellent sales opportunities for you. Use Malarkey sales 
aids to get these prospects into your store for plans and building 
materials. Send coupon (right) for catalog of free sales aids 
available to help you make the most of the sales opportunities 
aroused by Malarkey national advertising. * 





*Better Homes & Gardens, Saturday Evening Post, Country Gentleman, House Beautiful. 
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New Plyweave .. . 
wonderful for build- 
ing, remodeling and 


repairing 
Walls in the ‘‘Add-a-Room” 
above, are the new Malarkey 
textured plywood, Plyweave, 
one of the finest forms of 
Malarkey Plywood. Remodel- 
ing is speeded up and simplified 
with Plyweave; it eliminates the 
mess and delay caused by other 
interior finishes. The final ap- 
pearance is excellent for Ply- 
weave is easily applied without 
visible joints. Its extra scuff- 
resistant surface keeps it look- 
ing good longer . . . can be 
washed clean in a jiffy. Plan 
booklet on ‘‘Add-a-Room... 


SALES AIDS Malarkey House’’ shows how to 
build 11 space-saving ideas. 
CATALOG 


Recommend Malarkey Ply- 
weave for all interior building 


and remodeling. 


Free catalog ‘‘Point of sale material to help sell 
Plyweave’’ and plan booklet ‘‘How to Build 
11 Space-Saving Ideas’’ in Add-a-Room above, 
available from distributors of Malarkey 
Plywoods and Doors or send this coupon. 
Malarkey Plywoods and Doors 
2308 N. Columbia Boulevard, Portland 17, Oregon. 

Please send your free catalog ‘‘Plyweave Point of Sale Materials’’ 
and ‘‘Add-a-Room”’ plan booklet immediately. 


ee... ae 
Address — 
City State — 























the same period last year. Ship- 
ments for the week ran to 67,- 
345,000, 10.4 percent below pro- 
duction. For the same week a 
year ago shipments amounted 
to 64,632,000 feet. Orders for 


the period came to 62,528,000 
feet as compared to 58,458,000 
feet a year ago. Unfilled orders 
at the week’s end totaled 201,- 
443,000 feet, while gross stocks 
amounted to 942,618,000 feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends ana as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. Cc D 
BMG -sctaceneme se 170.00 165.00 110.00 
Fiat Grain Flooring 
OE dS ecwae we wee ‘5140.00 130.00 98.00 
i <cavewuene eae 160.00 155.00 105.00 


Drop Siding 


1x6 (Pat. #106).155.00 150.00 110.00 
1x6 (Pat. #116).155.00 150.00 110.00 


Ceiling 

DEE” wceeewneei's 125.00 123.00 $0.00 
tr 115-125 120.00 80.00 

Boards and Shiplap and 2” 

(green) 1x6 1x8 1x10 1x12 
No. 1 ....%2.00 75.00 73.00 75.00 
No. 2 ....67.00 66.00 65.00 68.00 
No. 3 ....57.00 60.00 57.00 60.00 

No. 1 Dimension 

12’ 14’ 16’ 1 ¥ 20’ 
2x 4 75.00 75.00 76.00 75.00 75.00 
2x 6 74.00 74.00 75.00 77.00 77.00 
2x 8 74.00 74.00 74.00 73.00 73.00 
2x10 74.00 74.00 74.00 74.00 74.00 
2x12 74.00 74.00 74.00 74.00 74.00 

No. 2 Dimension 
2x 4 67.00 67.00. 70.00 67.50 67.50 
2x 6 66.00 65.50 66.00 70.00 70.00 
2x 8 66.00 66.00 65.50 65.50 65.50 
2x10 65.50 65.50 65.50 65.50 65.50 


2x12 64.00 64.00 64.00 64.00 64.00 


No. 3 Dimension 


Me: ters enw ee are Ubewece ues 44.00 
OS ee eee ee eee et er 42.00 
ME”. Sirah gant Wéve.a/k kw ee meee whee 40.00 
ST <n ale hdd a aka inl ok Whe Sole ae oe 
OS i ee eee 


(Add $10-$12 for dry lumber) 





WESTERN PINES 


Ponderosa Pine 


Selects 
&2 or 48 4/4 RW 5/4 RW 8/4 RW 
Saeeee~ DR bciaew 250.00 265.00 260.0 
Shop, S28 No 1 No. 2 
| aa ere eee 145.00 135.00 
DEN head saeeacdadvwwaae 135.00 115.00 
Commons 2&Btr. No. 3 No. 4 
S2 or 48 RW 106 RW 75 RW 62 
2 eo eee 108.00 75.00 63.90 
BESS Wels vcceows 117.00 73.00 60.00 
Idaho White Pine 
Selects 
S2 or 48 1x4 1x6 1x8 5/64 
es tm RL 250.00 265.00 270.00 265.00 
woeat 205.00 225.00 230.00 235.00 
Potala S2 or 48 No. 1 No. 2 No. 3 
© dastemenbes 147.00 135.00 110.00 
EE .sdevvecedas 147.00 135.00 110.00 
Sugar Pine 
Selects 
S2 or 48 4/4 RW 5/4RW 6/4 RW 
B&Btr. RL. ..300.00 300.00 305.00 
Eee cecessia 275.00 285.00 295.00 
Dy Wt + casnees 255.00 255.00 260.00 
Shop, S28 No. No. 2 No 
errr rT 165.00 125.00 85.00 
ew 165.0 165.00 85.00 
TE waédnewuse 165.00 165.00 85.00 


SOUTHERN PINE 


Vertical Grain Flooring 


&Btr. Cc D 
BG: d6ee es eeownad 190.00 180.00 160.00 
a Grain Flooring 
EOC Se - 165.00 155.00 115.00 
ixé praaiele oie adic 200.00 190.00 150.00 


Drop Siding 

1x6 (Pat. #106).195.00 185.00 15 
1x6 (Pat. #116).195.00 185.00 15 

Boards & Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ...135.00 135.00 140.00 185.00 
Ne. = ..+. Sn 88.00 88.00 93.00 
No. 3 ... 73.00 80.00 80.00 $6.00 
No. 1 Dimension 
2’ 14’ 16’ 18’ 20’ 
2x 4 93.00 94.00 96.00 106.00 106.00 
6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 


No. 2 Dimension 
2x 4 86.00 87.00 89.00 99.00 99.00 
2x 6 82.00 83.00 84.00 93.00 95.00 
2x 8 82.00 83.00 84.00 93.00 95.00 
2x10 86.00 87.00 87.00 93.00 935.00 
2x12 86.00 87.00 87.00 93.00 95.00 


No. 3 wOpeeston on arated 
69.00 





2x 4 

2x 6 68.00 

2x 8 67.00 

2x10 67.00 

2x12 61.00 

REDWOOD 
Finish 

%x6 A&Btr. Siding ...........- 130.00 

x8 A&Btr. Siding ............ 150.00 

MO Diels EOE cccccccccces 185.00 
ES 6 sks Be. ccccccecoceces SOS 
BEG Bishe Behe sccccctosccces BO 
Re PR eee 195.00 
IRIS Bis BEB. ccccccsceccves Reeee 
BEID Tks RE. cccoces 220.00 


Prices for red cedar siding “in mixed 
cars, new bundling, 6 to 18’ are: 


x5 inch ......120.00 118.00 83.00 
x6 inch ......155.00 143.00 120.00 
%x8 inch ......185.00 173.00 130.00 
Clear Bungalow Siding, % Inch 
8 inch ........210.00 198.00 160.00 
10 inch ........230.00 218.00 175.00 
12 inch ........330.00 228.00 1656.00 
Finish, B and Btr. 82S or 4S, 
6-16’ or Rough 
1x Hoe 66 b000b 0000600008 ONO Oe 
BESO cccaccescocececosece 175.00 
BEES es cccevedececooeses 186.0 
Ceiling or Flooring, 
B and Btr., 9-16’ 
Bé&Btr 


; D 
1X8 ....ee062---100.00 97.00 85.00 
1x4 .......+-+--100.00 97.00 865.00 


Gxt inch ...... 95.00 838.06 765.00 





RED CEDAR SHINGLES 


Royals 
BES OIE cv koe sc cotetoans 13.00-13.25 
es, eae DE Ee ee 9.50 
mm Me ee 6.50 
Perfections 
et te id) See ree 9.50 
BES <P Pe ow aitie's doe emsso a 6.25 
pm Mee: . Aer 4.25 
XNXAN 
i. ee se eee ee ee 8.50- 8.75 
16” 5/2 22 
20 a | er es a 4.00 


ENGELMANN SPRUCE 


Boards and Shiplap 

(dry) 1x6 1x8 1x10 1x12 
No. 2&Btr..104.00 107.00 108.00 112.09 
No. 3&Btr... 83.00 85.00 85.00 84.09 

No. 1 ——. 


4 77.00 77.00 77.00 82.00 932.00 
2x 6 74.50 74.50 74.50 77:50 77:50 
8 74.50 74.50 74.50 78.50 78°30 


2x12 77.50 77.50 77.50 81.50 81.50 
No. 2 Dimension 
2x 4 69.50 69.50 69.50 69.50 69.50 
2x 6 69.50 69.50 69.50 69.50 69.50 
2x 8 69.50 69.50 69.50 69.50 69.50 
2x10 69.50 69.50 69.50 69.50 69.50 
2x12 65.50 65.50 65.50 65.50 65.50 
(Boards graded No. 1, 2, 3, at flat 
price; no price for straight No.’ 2. Mills 
do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 


&Btr. C D 
Ee 150.00 140.00 100.00 
= Grain Flooring 
ree ee 135.00 125.00 93.00 
1x6 ae es eee -155.00 150.00 100.00 
Drop Sidin 


nh 
1x6 (Pat. #106).145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 


Ceiling 
eee 105.00 100.00 60.00 
OO eee ere ere 110-120 105-115 90.00 


Boards and Shiplap and 2” (Dry) 
1x6 1x8 1x10 1x12 
No. 1 ....80.00 82.00 82.00 82.00 
No, 2 77.00 77.00 | 77.00 77.00 
No. 3 - 62.00 64.00 64.00 64.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 


2x 4 77.00 77.00 82.00 82.00 82.00 
2x 6 77.00 77.00 77.00 82.00 82.00 
2x 8 79.00 77.00 77.00 77.00 82.00 
2x10 77.00 79.00 77.00 77.00 82.00 
2x12 77.00 77.00 77.00 77.00 82.00 
No. 2 Dimension 
2x 4 74.00 74.00 76.00 75.00 175.00 
2x 6 73.00 73.00 74.00 75.00 75.00 
2x 8 70.00 70.00 71.00 71.00 71.00 
2x10 70.00 70.00 70.00 70.00 70.00 
2x12 68.00 68.00 68.00 68.00 68.00 
No. een 


Me ET ae rel ace cupaewewdomseie an 54.00 
2 Ba eRe FO are eT 53.00 
2x eT ere TT ere Te ee 
DEE . cVatewnedsowharadeeeecanGeae 51.00 
MERE? Veales Saco wise Sole Sa kis aa aan 51.00 





OAK FLOORING 


Clear Pim 38x24 38x1% %x2 %x1l\% 
White ..195.00 165.00 145.00 135.00 


Red ....195.00 165.00 145.00 135.00 
Sel Plain 
White ..165.00 145.00 125.00 110.00 
Red -165.00 145.00 125.00 110.00 
Fi Common 
White ..145.00 115.00 55.00 45.00 
Red ....145.00 115.0 55.00 45.00 
w2 Mixed .100.00 75.00 50.00 40.00 
15” Shorts 
#1 Com. & 
Btr. ....110.00 85.00 45.00 35.00 
#2 Com. .. 85.00 65.00 40.00 30.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % inch 

Clear ad ad “—” 


% Sg RE 85.00 72.00 45.00 
Eo MCR ...... 75.00 95.00 50.00 
=6 inch ...... 90.00 95.00 70.00 
%x8 inch .. .125.00 123.00 90.00 
Clear Bungalow Siding, % Inch 

SO rere: 0.00 158.00 120.00 
Ck eer 193. 00 181.00 135.00 
Cf” =< 195.00 193.00 155.00 


Finish, B and Btr. S2 or 4S, 
6’ Bg ad or rough 


GRE ye ee ee 240.00 
EE VSG hen 6 CaneeeveReaaees ec eu 250.00 
Rie. “‘ahacinenas btu wedekeaeee~es 250.00 

Ceiling or flooring, B and Btr. 9-106’ 
ED rath aces eet Sie 105.00 100.00 90.00 
Se panne Veane we 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 

lengths. 

Series 8, 


000— 
Listing under 4.00—list plus 35 per 
Lintina 4.00 and over—list plus 35 


per cent. 
Clear Lattice, 6-16”, 5-16’ 
AGRE 060 56 ce CeCe SCR Sees tecseces 1.50 
DW/SE4 nw cccccccccccccscccccccccces 1.75 
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Training--A Key to Improved Net Profit 


It has been truthfully said that inventories, 
facilities and equipment do not make profits— 
people do! It follows that the ability of an 
employe to produce a profit for your company 
over and above what you pay him, is dependent 
on (a) his competence, (b) his capacity, and 
(c) his character. 

All three may be improved and developed by 
training. Growth in profit is measured to an 
important extent by growth of people. Learn- 
ing is growing. And growth of your people is 
controlled by rapidity and efficiency of training. 
Some startling facts appear about training in 
the retail lumber industry. 


_ One out of every two employes has not been 
in the industry as much as five years! 


Less than one out of 50 employes has had 
other than on-the-job training for the retail 
lumber and building products business. 


30-day special (intensive) training is equiva- 
lent to two years on-the-job training. 


Specialized training will improve an em- 
ploye’s performance from 40 to 80% (depend- 
ing on his previous experience in the industry). 
Arbitrarily assuming for easy figuring that the 
average employe is paid $3000 per year, training 
can add from $1200 to $2400 to his annual pro- 
ductivity in terms of net profit. 

Such training can be had in one of the special- 
ized industry thirty-day schools for $400 to $500 
overall cost in time, tuition and expenses per 
man. Or in on-the-job training at a (deferred) 
cost of $1200 to $2400, not to count the cost of 
the time of the trainer. 

These figures are conservative. It is highly 
probable that the rates of increased productivity 
to cost of specialized training is underestimated. 
This judgment is based on the opinion of the 
dealers who have sent nearly 5000 men to these 
30-day schools. 

You will get your investment back on in- 
creased productivity within 90 days of the em- 
ploye’s return from a 30-day school and increas- 


BuILDING Propucts MERCHANDISER 


ing returns from then on. Because of the in- 
herent nature of building products and services 
—they are the most difficult things in the world 
to buy. (Did you ever try to remodel a bath- 
room?) Therefore specialized training in our 
industry is far more productive than in more 
simple retail trades. : 

It is a good time as the year ends to canvass 
the competitive capacity and character of your 
manpower. How much profit are you losing 
in wasted time, energy, prospects and sales op- 
portunities? How much do your individual em- 
ployes know about the products in your inven- 
tory? about estimating? blueprint reading? farm 
structures and other light construction build- 
ings? telephone selling? the mathematics of 
pricing and profit? customer relations? store 
keeping? advertising? salesmanship? credits? 
collections? and kindred subjects? 


How up-to-date are your people on the strate- 
gies, tactics, procedures and techniques of mod- 
ern building product retailing? If you have se- 
lected your manpower well, your men are not 
limited by-lack of intelligence but by lack of 
specialized knowledge about our industry and 
how to put such knowledge to work in creating 
profits for you. 

Elsewhere in this issue is a complete list of 
the 30-day courses sponsored by the National 
and Regional Associations of our industry. 
There. is no reason why all of your men who 
need training should not have the benefit of 
these specialized courses—most of the schools 
will take students from any section of the coun- 
try on the basis of first come first served. You 
can utilize more than one course. 

You cannot escape the cost of training your 
manpower. If it isn’t done, you pay for it in 
curbed net profits. 

Your highest cost will be the cost of not train- 


‘ing, and the most productive investment you will 


ever make is in the specialized training of your 


manpower. 
a le Art Hood 
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FIRE INSURANCE 
133%, 


ACCIDENT 


INSURANCE 100%, 





YARD LABOR 120%, 





OPERATING COSTS 


100%, 


Skilled management needed to offset today’s increased operating costs. Figures above show approximate increases 1940-1950, 


increased Operating Costs -- How to Keep Them 


Low as Possible 





By EVERETT C. PARKER 


President, Patten-Blinn 
and Southern 
Association* 


Lumber Company 
California Retail Lumber 


All of you are acquainted 
with your own books and fig- 
ures and know how and why 


*Extract from a talk by Mr. Parker at 
° _— lumber dealer’s conference this 
all. 
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First of a series of articles ciscussing the 
factors influencing your gross profits, written by a 


dealer for dealers. 


your dollar costs have gone up. 
Another reason is that the in- 
dustry does not have a uniform 
accounting system and any per- 
centages or statistics which can 
be given do not necessarily fit 
the accounting method of all. 


If the lumber dealers were 
asked what items composed 
their “Cost of Goods,” there 
would be at least 10 different 
methods and answers. If they 
were asked what items com- 
posed their “Operating Ex- 
pense,” you’d get 10 more dif- 
ferent methods and answers. 
What, for instance, is cash dis- 
count? Is it an item of expense, 
or a deduction from sales? 
What is cartage collected? Is 
it a credit to expense, or an ad- 
dition to sales? What is the cost 
of milling in your mill? A 
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charge to cost of goods, or a 
charge to expense? 


Then too, different lumber- 
men do a different type of busi- 
ness which materially affects 
their percentage of expense to 
sales, and incidentally their 
gross margin on sales. For in- 
stance, a lumber company which 
goes after tract jobs would 
have a totally different op- 
erating cost per dollar or per 
thousand than a company doing 
a normal business—some com- 
mercial buildings, some indi- 
vidual houses and some cash 
sales. Our company has some 
yards whose expenses per dollar 
of sales are double that of other 
of our yards, and yet at the end 
of the year will have just as 
good or an even better showing. 
But irrespective of the nature 
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of your business, the increasing 
costs of practically every item 
of operating expense is burden- 
some and a problem for all. 





LOCAL TAXES 125% 


One of the most evident items 
of increased operating costs is 
taxes. Some business men con- 
sider Federal income taxes the 
most important taxes, but to 
me the most important taxes 
are city and county property 
taxes, unemployment taxes and 
social security taxes. Whether 
you do any good or not you have 
these taxes to pay. First as to 
city and county taxes. 


These taxes have been iIn- 
creasing steadily over the past 
10 years and prior to that; 
pressure groups for some years 
have been forcing Congress and 
the Federal spending agencies 
to give the people “something 
for nothing;” and city and 
county bodies are more and 
more being influenced by pres- 
sure groups into one extrava- 
gant service after another. 


In fact, it is not too much to 
say that practically everyone 
wants the city and county to 
give some service or additional 
frill that the particular person 
is very much interested in, but 
condemns the granting of a 
service he is not interested in. 
City and county politicians 
who want to be re-elected grant 
one frill after another and your 
tax bill increases year after 
year. 


Your tax rate may go down 
but over a period your tax bill 
will go up due to increased as- 
Sessment. For instance, our 
company owns a yard site in 
San Diego. From 1940 to 1950 
the tax rate has gone up only 
22%, but the assessment has 
gone up 8414%, and the amount 
Wwe paid for taxes went up 
125%. On property we own in 
Los Angeles City, from 1940 to 
1950, the tax rate has gone up 
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15% but the assessment, on 
varying properties, from 25% 
to 150%. 


This increased tax follows 
through on your stock of goods. 
On March 1, 1940 a thousand 
feet of 2x4 No. 1 Common cost 
laid down in Los Angeles Har- 
bor $23, and was assessed at 
45% of $23 or $10.35, and this 
at $5.5156 per $100 amounted 
to 57c per thousand feet. On 
March 1, 1951 a thousand feet 
of 2x4 No. 1 Common cost laid 
down in Los Angeles Harbor 
$92, and assessed at 45% of 
$92 or $41.40 times $5.9966 per 
$100 amounts to $2.48 per M. 


This item will be a continuing 
item of increased cost so long 
as people demand increased 
services of one form or another. 
Lumbermen can help them- 
selves to some extent by sup- 
porting some of the property 
owners associations who are do- 
ing a good job. 


The next most important tax 
to my mind is the Federal and 
state unemployment tax. This 
tax has been with us since 1936 
and at varying rates of 0 to 3% 
on the first $3,000 of each em- 
ploye’s earnings. The Federal 
government receives 3/10 of 1% 
each year and the state taxes 
you, in accordance with the con- 
dition of the state’s overall re- 
serve and also in accordance 
with your own reserve. 


In our own company we paid 
the state nothing in 1948, 1/10 
of 1% in 1949, and then due to 
the liberality with which money 
was doled out in unemployment 
cases, practically all firms .in 
1951 were put at a 2-5/10% 
rate, and in 1951 our company’s 
rate is 2.7%. At 2.7% for every 
10 people on your payroll you 
pay the state $810 and 3/10 of 
1% or $90 to the Federal Gov- 
ernment, or $900 per year for 
each 10 people. 


You are all acquainted with 
the abuses of the unemploy- 
ment tax administration. You 
know how easy it is for a per- 
son to quit you and collect un- 
employment insurance for a 
period of 26 weeks, chargeable 
to your reserve, and never find 
a convenient or suitable place 
to work. The Social Security 
Taxes are at the rate of 114% 
on the first $3,600 the employe 
earns, and since the average 


yard employe earns $3,692 you 
would pay the full amount on 
practically all of your em- 
ployes. Using 114% on only 
$3,500 this tax costs you $525 
per year for each 10 employes. 


The relatively smaller taxes 
such as city license fees, 
are increasing continu- 
ously as the years go on. Auto 
license fees and tax have 
doubled since 1940. Then 
there are the nuisance taxes and 
the collection of same such as 
the transportation tax and the 
sales tax. Did a sales tax or 
transportation tax auditor ever 
come to your place of business 
and not find additional tax for 
you to pay out of your pocket? 
Then there are the withholding 
provisions of the Revenue Act 
and the withholding of the state 
disability benefits. You are all 
familiar with the additional 
costs the collecting, trans- 
mitting and reporting of these 
withholding taxes make. 


The rates on the State Fran- 
chise Tax have been increasing. 
The budget of the State of Cali- 
fornia is now the highest it has 
ever been, for 1951-52—$1,034,- 
581,567, brought on partly by 
liberality in old age security. 
The average payment of aid for 
the month of July 1950 was 
$70.69 and the average of all 
other states was $40.66. 


In October 1950 a proposed 
legislative initiative qualified 
for submission to the State 
legislature which convened in 
January 1951. The legislature 
refused to pass and therefore it 
must be submitted to the people 
at the next general election. 
This would add $110,000,000 to 
old age security cost or an in- 
crease of 85% in that item. 


Then there is the Federal in- 
come tax. You are all quite 
familiar with this. It is upper- 
most in the minds of the people. 
Expenditures by the Federal 
government are and have been 
tremendous. Whether they have 
been justifiable I will leave it 
up to each of you to decide, but 
the realistic fact is, that we 
have got to pay for them. The 
corporation income tax rate in 
1940 on incomes over $38,500 
was 24% and it is pretty well 
settled that the rate from Jan- 
uary 1, 1951 is to be 52% on 
incomes over $25,000. 


If any lumber dealer in 1951 
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is fortunate enough to have a 
better showing than the best 
three years out of 1946-1947- 
1948 and 1949, he will also pay 
an excess profits tax in addi- 
tion. The excess profits tax in 
my opinion is wrong; it is mani- 
festly unfair to many firms. It 
is intended to retake profits 
from those profiting excessively 
on account of war preparation, 
but the renegotiation act which 
is in effect would recapture any 
such excess. High Federal in- 
come taxes will be with us for 
some years to come. 


An accounting oddity is that 
Federal income taxes are not 
considered as operating ex- 
penses, you are only setting 
aside that which belongs to the 
government at the time it is 
earned. Inheritance and estate 
taxes are not operating ex- 
penses and need not be dis- 
cussed, but when the control- 
ling stockholder of a company 
passes away and his estate is 
largely represented by the pay- 
ment, buildings, land and in- 
ventory the company owns, it 
can put the company in a most 
embarrassing position. The 
Revenue Act of 1950 recog- 
nizing this situation has how- 
ever, alleviated it to a certain 
extent. 


Enough has been said to show 
that taxes, exclusive of income 
taxes, are the highest they have 
ever been. In fact, exclusive 
of any income tax it is my 
opinion that taxes among lum- 
ber yards in Southern Cali- 
fornia in 1950 were about 71% 
more than in 1940. The most 
effective statement on taxes 
that I can make is this—that 
City, County, State and. Fed- 
eral governments are still 
spending and will continue to 
spend extraordinary amounts 
and that California’s share of 
the Federal, State and Local 
debt of which each of you has 
a part is estimated at $19,146,- 
186,938, or 1.447 times the as- 
sessed value ($13,227,731,114) 
of all the land, improvements 


and personal property in the - 


state and will eventually have 
to be paid and you will be 
asked to pay your share. Some 
will pay more and some will 
pay less, but the per capita 
share of the public debt for 
each person in California is 
$1,825. 


30 





FIRE INSURANCE 133% 


Another main item of op- 
erating expense is insurance in- 
cluding fire, compensation and 
accident and public liability. 
Fire insurance has increased 
very materially over the past 
10 years, partly due to increase 
in rates, but largely due to in- 
creased valuations. With the 
same amount of footage on 
hand in 1950 as in 1940, the 
valuation of your lumber for 
insurance purposes would be 
about two and one-half times 
as large. 

The same would be true of 
wallboards, hardware and sash 
and door items, ete. If you 
would get an appraisal of your 
improvements by a reputable 
appraisal company you would 
find it two to three times as 
much as 1940. Since most of us 
carry 90% of value clauses in 
our policies, our fire insurance 
premiums would be double or 
more. 





ACCIDENT INSURANCE 100% 


In fact, our company paid in 
1950 for fire insurance about 
2 1/3 times what we paid in 
1940. Compensation and acci- 
dent insurance for your em- 
ployes is another item which 
costs over double what it did 
10 years ago on the same num- 
ber of men. This is partly 
caused by increased wage level, 
and therefore increased com- 
pensation per week when men 
are injured, but it is also due to 
a peculiar phobia on the part of 
some people to take a good rest 
if the least opportunity presents 
itself and somebody pays you 
a sizeable non-taxable sum per 
week. The attitude of hearing 
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boards is much more liberal 
and the cost of treatment much 
higher. Public liability and 
property damage for our 
trucks and general liability 
cost us three times what it did 
in 1940. This is due to higher 
costs of treating those injured 
and higher costs to repair dam- 
age to cars. Insurance statistics 
show that bodily injury claims 
cost 54% more than 10 years 
ago; property damage 124% 
more; hospital fees 174% more, 
and verdicts for liability suits 
80% more than 10 years ago. 

Then there are all kinds of 
other expenses; charitable do- 
nations, advertising, general 
expense items of one form or 
another, repairs on your trucks 
or your mill, telephones, sta- 
tionery. You are all acquainted 
with these additional costs. Just 
a few examples may refresh 
your memory. Gasoline tank 
loads 1940—1114c; 1950—20c a 
gallon. Truck tire and tube 
900x20 12 ply 1940—$68.37 ; 1950 
—$104.89. Typewriter, 1940— 
$96.37 ; 1950—$155; 10-Column 
comptometer 1940 — $406.25; 
1950—$696.56. Ford coupe for 
collector 1940—$861.24; 1950— 
$1,705.60. Ford truck stake 
body, 1940—$996.51; 1950— 
$2,217.96. Truck license 1940— 
$19.10; 1950—$37.70. Charge 
tickets have gone up from 48% 
to 76%, according to size, from 
1940 to 1950. 

But the most important item 
of operating expense is labor 
and salaries. Half or more of 
the operating expenses of the 
normal lumber yard, in my 
opinion, is outgoing labor and 
salaries. This would not in- 
clude incoming labor, mill 
labor or truck drivers. The 
amount paid to employes be- 
comes, of course, a very im- 
portant factor. Wages and sal- 
aries since the end of the war, 
when the wage freeze was lifted, 
have increased greatly. It was 
brought about partly due to 
employers increasing prices 
but largely because with gov- 
ernment sympathy and assis- 
tance each union vied with each 
other to see who could get the 
most, and this became a ring- 
around-the-rosy, prices going 
up to meet the rising costs and 
then more wage increases to 
keep up with the cost of living, 
and so on. 





Continued in the next issue 
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Rigid “Carpenter-Square Construction 


Exclusive with 
WTT 





MILWAUKEE-BUILT MOTORS, famous for 
more “motor guts,” give Milwaukee-Built Power 
Saws capacity for 100% overloads at sustained 
speeds. Ball and roller bearings assure long 
service-life. 


























< NEW 
PORTABLE 


POWER SAWS 


TWO MODELS 6%" and 8%" 


e NEW... Sturdy “Carpenter-Square” con- 
struction . . . a completely rigid 
unit in every usable position or 
adjustment. 


e NEW... Positive lock for miter and depth 
gauges, and rip guide, to assure 
greater accuracy, greater safety. 


@e NEW... Deeper bevel and vertical cuts 
than other saws with blades of 
the same diameters. 


eo NEW... Light-weight housings. 


MODEL 650. Full 6-1/2” blade. Miters 1-25/32” 
deep at 45°. Vertical cut, from 0” to 2-5/32” deep. Adjust- 
able rip guide - - - - - = 


With steel case, $72.00. 


MODEL 825. full 8-1/4” blade. Miters 2-3/8” at 
45°. Vertical cut, from 3/4” to 3-1/32” deep. Adjustable 
rip guide - + - - -.- - 


With steel case, $97.50. 


$66°° 


$8950 


Compare New Milwaukee Saws with ANY Others 


You'll discover that the design and rigid “Carpenter-Square’’ 
construction of these Milwaukee-Built saws set a new stand- 
ard of portable, power-saw performance — in cutting-accu- 
racy, safety, ease of use in any position, time-saving, and 
all ‘round dependability. 

Miter and depth gauges, with marks for exact adjustment, 
are conveniently located at the rear of units, and can be 
securely locked. Blades are on the right side. Location of 
handles and balanced weight make these saws easier to use 
in any position. 


MILWAUKEE ELECTRIC 


5364 WEST STATE STREET °* 


In motor performance, a skillful and proper balance be- 
tween torque and speed provides ample torque for the 
toughest jobs, and plenty of speed for all jobs. Removal of 
air-intake plate gives easy access to commutator for cleaning, 
while running. Heavy-duty trigger switch is standard. 

Other standard equipment includes — telescoping guard . 
.. . full-view line sight . . . sawdust blower . . . and rigid, 
steel base. Abrasive discs and carbide-tipped blades also are 
available for cutting masonry, concrete, stone, tile and metals. 


For complete information — ask for FOLDER SW-1. 


TOOL CORPORATION 


MILWAUKEE 8, WISCONSIN 


Canadian Distributor: MATTHEW MOODY & SONS CO., 740 Inspector Street, Montreal 
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SLIDING DOORS 
History has its own (4 itself. Those of us 
fonp exteud ap ous pleases “ Kies” toa vividly recall the 
sliding doors that closed the “parlor” from the rest of the 
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home. 
They were always the track and were frequently jammed 
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The bedroom equipped with 
wardrobe facilities of this 
ing of the closet interior. Drawer 


hinge door. 
kind results in a fine rev: 
space is usually installed. Shoe racks lift the shoes from the floor, 
making the floor accessible for vacuunr cleaning. Shelf space is 
exposed to light 
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ERNEST LANGE Phone 42W 
Associate Editor, and Manager of 
Central Lumber Co., Canistota, So. Dak. 
1s a natural separation for two occu . . and darn it, 
your smoking hinapnane 
a number of simple sliding door designs. One rides 
ess bearings: Another has 4 mechanism that 








ing and anticipation if you start doodling on . Then, 
Eyl as ner ealing in I'll submit avilable designs and 





SAMPLE OF DIRECT MAIL PIECE sent out by Central Lumber Co. yards in 
upper midwest. Each four-page folder is well illustrated, informally written, and 
personalized by picture of yard manager in each of the trading areas served by 


Central's 65 retail outlets. 


New Kind of Direct Mail Approach 


Here’s an idea that has created a lot of interest 
among customers and personnel of the Central Lumber 


Company’s yards in the upper midwest. 


like to try it. 


An interview with Sam Little, vice- 
president and general manager, and 
Bill Morley, vice-president of Central 
Lumber Co., as reported by K. Kam- 
mann. 


We have upwards of 65 re- 
tail outlets in communities 
ranging from almost metropoli- 
tan to tiny hamlets limited in 
trading area. These are lumber 
yards and while merchandise is 
not uniform as to trade names 
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You might 


and some do not handle either 
hardware or paint, the service 
performance of each yard is 
about the same. 

Reduced to its simplest op- 
eration: we have a building ma- 
terials store; we have stocks; 
so we hire a manager and then 
watch for results. It isn’t as 
simple as that, but putting it 
pretty crudely, isn’t that the 
basic operation? 


Over a period of years we 
have invested money in adver. 
tising and sales promotion. We 
have advertised in newspapers 
year after year with expert ad- 
vertising guidance. We have 
sent out direct mail pieces, pur- 
chased book matches, yard 
sticks, carpenter aprons and 
had the company name plas- 
tered on ball field fences. Our 
business has steadily improved 
during the past 10 or 12 years, 
as have thousands of others, 
Could we charge part of our 
success to our advertising ef- 
fort? Perhaps, moderately. We 
have noted retail businesses 
such as ours doing no advertis- 
ing and showing a fine increase 
in volume and a better percen- 
tage return on their investment. 

At our annual group meeting 
of managers we have devoted 
time to advertising discussion 
with exactly as many opinions 
as there were men present. We 
have supplied managers with 
newspaper mats all carefully 
scheduled and had them forget 
to give them to the publisher. 
We have had manufacturers 
supply us with direct mail ma- 
terial (at our request) and 
months later have shoveled it 
out of the back room at the 
yard. 

We have been approached 
and done our share of support- 
ing such ideas as “Ken, the car- 
penter” or “Louie, the Lumber- 
man” that have been (almost) 
guaranteed to improve our af- 
fairs bv substantial percen- 
tages. Each year we have in- 
vested money, undaunted by the 
absence of anything very tangi- 
ble. One could assume that, 
when and if the pinch comes, an 
advertising budget under such 
circumstances would be No. 1 
on the list of non-essentials. 


A NEW BASIC THEME 


Last fall we approached the 
matter in a different manner. 
We found, in discussion, a slight 
twist to the usual advertising 
aims. There was no talk of 
newspaper distribution, rural 
route coverage or “interrupting 
ideas.” We had a heart-to-heart 
talk about our managers. We 
went back to basic angles, when 
the man was hired. In many 
instances that was a long while 
back. 

We arrived at a simple con- 
clusion. Where we had excel- 
lent management we enjoyed 
excellent business. It was about 
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BRIGHT 
NEW FLOORS 


That is what asphalt tile floors 
will do . . . brighten! You 
may associate. any number of 
colorful blends and the result 
is beauty and durability. Not 
only that, but tile is so easy to 
keep clean and attractive. 


There was a time when tile 
was used in bath and kitchen. 
Now living room and bed- 
rooms are surfaced in excellent 
taste. 


Asphalt tiles are easy to install 
and the end result is beauty 
plus rugged utility. 


Just bring the dimensions of 
your rooms which you might 
like to brighten and we will 
submit a careful estimate. And 
while you are here you can in- 
spect the many lovely colors and 
look at color pictures of com- 
pleted rooms. 





Manager 


Labokg 


CENTRAL 
LUMBER CO. 


TOWN AND PHONE NO. HERE 


NEWSPAPER ADS are also person- 
alized by manager’s picture and sig- 
nature. 





here that we decided that any- 
thing we could do to improve 
that manager’s contacts and 
personality in his trade area, 
would result in more business. 
We also concluded that we em- 
ployed the man because we 
thought he could make a suc- 
cess of the yard. So certainly 
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in spirit and enthusiasm we 
might enlarge on the asset we 
had employed. 

There was another observa- 
tion that came slowly and fin- 
ally crystallized. Any time our 
managers LIKED a promotion 
we got results. If they were 
steamed up about a paint pro- 
motion or a housekeeping prob- 
lem, the job was polished off in 
one, two, three order. 


COMES THE DETAIL 


We now publish a little mag- 
azine,very similar to those pro- 
duced by hundreds of concerns 
across the nation. It is di- 
rected to our consumer trade, 
to farmers, laborers, lawyers 
and just folks who live in our 
service area. Our mailing list 
has been carefully compiled and 
enjoys prompt removals and 
additions as required by the 
movement of families. 

The only thing that makes 
the little magazine different is 
that the manager is in name, 
and in fact, an associate editor. 
He’s a contributor in a No. 1 
way. His picture graces the 
copies that are directed to his 
trade. The “brass” within the 
business is an incident except 
as it may serve to enhance the 
manager’s position. 

The printed word and pic- 
tured content of the publication 
is a labor of love and pride. It 
attempts to describe the policies 
of the business by inference. It 
is designed to be of service to 
our customers rather than sell 
them something. In each issue 
we observe wider opportunities 
and improved service contacts. 
We’re all proud of it and our in- 
terests are active. 

Since the first issue quite a 
few months back, it has result- 
ed in endless horseplay and 
manager-ribbing in every com- 
munity. Pictures of the man- 
ager have been sliced off and 
returned to him with mustaches 
scribbled in position. Some have 
been advised to go in the movies 

.. Others, that their picture 
would drive business away. One 
of our customers cut the picture 
from the magazine and re- 
mounted it on a “Wanted—for 
mail fraud” poster and tacked 
it back on the post office bulle- 
tin board. The managers, in 
their afternoon coffee contacts 
not only take a bit of good- 
natured ribbing, but are greeted 
by name by new residents they 
had never met. The managers 


are “getting around” during a 
time when they are practically 
chained to the yard by service 
demands. 

The newspaper ads are per- 
sonalized with the picture and 
signature of the yard manager. 
Much of the copy is inspired by 
the manager’s direct suggestion. 

The value of the program 
may peter out within a few 
years. We think it will depend 
on how well WE keep our ex- 
pressions alive and interesting. 
It is certainly doing a whale of 
a job right now. It seems to 
have the endorsement of all our 
personnel as well as our cus- 
tomers. That, according to our 
book of experience, is quite an 
endorsement. 

We can further attest that 
the publication of the magazine 
is not self-propelled. It requires 
minute supervision, travel, pic- 
ture-pumping, some know-how 
and the benefits of a host of ca- 
pable associate editors. 

We feel that the total pro- 
gram is a sort of normal transi- 
tion. During the past few years 
we have improved our retail 
stores in a _ substantial way. 
They are modern building ma- 
terial stores, backed by fine lo- 
cal management. The attitude 
of our total employe group has 
been a fine progression. It 
would seem that this closer-to- 
the-customer advertising was a 
natural thought sequence. 


WHAT THE RESULTS SHOW 


The advertising man will 
want to know the result, not the 
salving of official vanity, not the 
best guess of benefits, but the 
tangible dollar return. Much 
advertising of firms such as 
ours is “institutional”. Vital 
merchandise has been in unbal- 
anced supply, discouraging 
forthright promotion. While 
our business shows -dollar im- 
provements and the movement 
of a greater volume of mer- 
chandise, so do concerns com- 
parable with our own who do 
little or no advertising. 

Maybe we will be content to 
see our advertising effort re- 
ceived and commented upon. It 
has never happened before! 
Maybe a little salving of the 
selling staff would be music and 
benefit well beyond a measure 
normally applied to advertis- 
ing. Maybe if we do something 
friendly and thoughtful we gain 


(continued on page 84) 
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Besides standard building materials, the Spelts yards sell 
all types of fencing, wagon boxes and watering tanks. 


PORTABLE BUILDING CONSTRUCTION at Spelts Lum- 
ber company yards has become big business because com- 
pany management has solved the problems of design, of 
construction labor, of financing and of sales. Realizing 


promoted.” 
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R. E. (DICK) SPELTS, general manager of firm which 
operates sixteen yards, says “portable buildings can be 
big business and profitable when properly managed and 






any one of these factors could stall the entire program, 
forward looking answers were sought. Because they were 
sought and found, sales of portable buildings have recently 
increased 350 percent. 


imagination Helps Nebraska Company Grow 






MASTER 


MERCHANT 
Spelts Lumber Company, 
with headquarters in Grand 


Island, Nebraska, has more 
good management and mer- 
chandising ideas than you can 
shake a stick at. And all these 
good ideas have been carefully 
fitted together to make one of 
the most progressive and suc- 
cessful firms in the retail lum- 
ber and building materials 
field. 
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Finding answers to challenging sales prob- 
lems is routine at Spelts Lumber Company. 


From a_ portable building 
program second to none, to a 
profit sharing plan that pio- 
neers in the retail lumber field, 
Spelts management leads the 
way while it at the same time 
keeps in the center of the main 
track. Ideas at Spelts undergo 
the double check of progres- 
siveness and practicality. Most 
of the outstanding features of 
management and merchandis- 


ing are the outgrowth of day- 
to-day, successful solutions to 
problems as they arise. 

Spelts management’ keeps 
constantly on the lookout for 
better ways of doing everything 
it does. 

Portable buildings make a 
good example of how constant 
improvement breeds success. 
The program started many 
years ago. Since then, many 
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SERVICE COUNTER is placed back from door so that 
customers entering store will be led past displays. Orig- 
inally counter was placed near the entrance and effective- 
ness of displays was lost. The willingness of Spelts man- 








ARCHITECTURAL SERVICE for house and remodeling 
prospects is just one way of building more sales. Service 
is complete from sketches to working drawings to job 
signs. 
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LATEST SPELTS YARD is aimed direct at the farmer 
with a cash and carry type business. Location is across 
highway from stock yards and sale day specials are fea- 
tured. 





agement to search out and improve such management and 
merchandising problems—as in this case—is the reason 
why the company has grown so rapidly and soundly. 
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WELL MAINTAINED TOOL SHEDS are lent to contrac- 
tors for use on job sites. Sheds win contractor good will, 


promote Spelts reputation by improving job site appear- 
ance. 


: As 


PORTABLE BUILDINGS are constructed ahead of time to 
supply heavy seasonal demand. For success, portable 
buildings must be available when farmer is ready to buy 
or he goes elsewhere. 





new types of buildings have 
been added to the ready built 
list, and individual designs have 
been refined until they repre- 
sent farmers’ needs and likes 
perfectly. 
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Paralleling physical improve- 
ment of the structure, an ex- 
pert direct mail catalogue to 
promote portable building sales 
has also undergone constant 
change until it is an outstand- 


ing sales piece, picturing each 
structure offered for sale, giv- 
ing sizes, capacities and month- 
ly payment costs. 

At a same time, a company- 
wide competitive sales contest 
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MANAGERS OF COMPANY YARDS meet for sales and 
management meetings. Many of personnel bear the Spelts 
name. The family has been prominent in the lumber busi- 





PORTABLE, EXPANDIBLE HOUSE 


promotes sales effort on port- 
able buildings among the man- 
agers. 

Labor shortages recently 
threatened the portable pro- 
gram. Spelts’ progressive man- 
agement took this problem— 
which some lumber dealers have 
found a stumbling block—and 
found an answer which actually 
improved the program as a 
whole. The answer: the build- 
ings, whether a feed bunk or 
brooder house, are let out on 
piece work contracts. Anyone 
who can handle tools profes- 
sionally is eligible to take 
contracts. A man who takes a 
building can work full time to 
completion, evenings after a 
regular job, or weekends. In 
this, many men have found 
additional part-time work—and 
Spelts has had a steady flow 
of portable buildings completed 
for sale. 


Competitive sales contests in 
the Spelts organization are 
planned so that they are truly 
competitive. For example, the 
contest for the sale of portable 
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is another Spelts 
effort to give the public the most possible service. House 
will be set on foundation ready to use. Plan permits addi- 
tions later. 


oy 
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cialties. 


structures is split in two halves, 
with prizes given for both the 
largest number of units and 
for the largest dollar volume. 
Thus yards in wheat sections 
may sell a few large buildings 
and win on dollar volume, 
while yards in diversified farm- 
ing areas may win a contest by 
selling many small units. This 
practical solution to a manage- 
ment problem has helped boost 
sales of portable buildings 350 
percent. 

Contests are conducted for 
the manager who has the low- 
est percent of expense to sales; 
the manager who has the lowest 
percent of book accounts to 
sales; and the manager who 
requires the smallest percent 
of excess operating capital to 
planned capital. 

Other incentives to effort in- 
clude the presenting of five 
management efficiency plaques 
each year and a policy of pro- 
motion from within the com- 
pany. Prizes for contest winners 
usually take the form of trips 
to industry shows, such as the 









ness in Nebraska since 1923. Family members and other 
employes work together as a well-knit team. 


Prd 


ENTRANCE to private offices and architectural depart- 
ment is wide hall which is used to display building spe- 


SLAT Crissinc 
Top $720 


Quality my Per 
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SALE TIMED with sale day at the 
stock yards across highway is typical 
of modern merchandising methods of 
Spelts company. 


Home Builders’ show in Chi- 
cago. 

Profit-sharing is still another 
incentive method which has 
been developed to build sales. 

Architectual service for new 
house and remodeling pros- 

(continued on page 84) 
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Design No. 5139, November release 
Featured in National Shelter Advertising 
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“ebeant 2 EXTERIORS 
AND 4 FLOOR PLANS 
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Dealers who subscribe to the Weyerhaeuser 4- of inquirers responding to our national advertising 
Square Home Building Service recently received are directed to dealers employing the Service. 
this stimulating design . . . an example of the selling The 4-Square Home Building Service was devel- 
power packed into the scores of architect-designed, oped by Weyerhaeuser to help retail lumber dealers 
Weyerhaeuser-engineered homes in the Service. strengthen their sales position in the new home 


This house, like every monthly release, is na- field. That the Service is accomplishing its purpose 
tionally advertised to millions of readers in leading is demonstrated by the success reported by dealers. 
shelter magazines. Dealers received, as they do each 


month, a complete promotion program, built around Weyerh aeuser S ale S C om pa ny 
this design, for local selling. The many thousands SAINT PAUL 1, MINNESOTA 


EACH MONTH 
A NEW HOME DESIGN 
AND A COMPLETE 

PROMOTION SERVICE 










Weyerhaeuser 
4-Square 


HOME BUILDING SERVICE 
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Photos courtesy Aluminum Window Manufacturers Association 





DEMONSTRATION WINDOW installed at the League Lumber Co. makes it easy 
for Ernest G. Saurbier, manager of the building products specialty division, to 
show how easily the aluminum window operates. 





THIS DEMONSTRATION by Mr. Saur- 
bier shows how easy it is to wash 
aluminum windows. 


How One Dealer Pushes Specialty Items 


Aluminum windows are tied in with roofing, paints, hardware and 
other items for package sales at League Lumber Co., Baltimore, Md. Application 
service and installation advice are other features offered by this enterprising organ- 


ization. 


Building product specialties 
can be very profitable to a re- 
tailer of building materials, ac- 
cording to Ernest G. Saurbier, 
head of this division of the 
League Lumber Company in 
Baltimore, Md. 

Mr. Saurbier’s department 
handles many types of building 
specialty products, among them 
insulation, eaves troughs, down 
spouts, roofing, inside trim, 
outside trim, hardware, doors, 
paints, varnishes and aluminum 
windows. League also applies 
many of the above products. 

Mr. Saurbier’s experience in 
the door and sash field, plus 13 
years of supervising the build- 
ing materials mail order divi- 
sion for a national mail order 
house, has proved valuable in 
building volume for his depart- 
ment. 


Detailed Product Files 


Complete product files are 
maintained on each product 
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handled by the specialty de- 
partment. This includes manu- 
facturers’ literature, reports by 
authorities in the field, trade 
paper articles and the experi- 
ence of the League Lumber in 
handling the product. 

League believes in the one- 
stop sale. To get this sale 
under way the newer building 
products with special features. 
such as aluminum windows, are 
used to bring in new prospects. 

Local advertising is a basic 
part of this complete program. 
Quarter page ads featuring the 
exclusive sales advantages and 
construction features of spe- 
cialty items are carried fre- 
quently in the local newspa- 
pers. The fact that aluminum 
windows require only minimum 


maintenance, appeals to home- - 


owners and buyers, Saurbier 
says. 

Direct mail is also used to 
secure new prospects. The same 


type of copy that was success- 


fully used by Mr. Saurbier in 
selling the mail order firm’s 
building products is now em- 
ployed by League to sell its 
building products by mail. The 
copy is simple. It describes 
what the product is, what it 
will do for the buyer, and how 
it can be obtained. 

Special letterheads, bill- 
heads, etc., are all used to pro- 
mote the sale of aluminum 
windows. Illustrations of 
double-hung, casement, and 
awning aluminum windows are 
shown on the League letter- 
head. Visual illustrations of 
aluminum windows dominates 
over one-third of the space on 
each League’s billhead. 

After years of mail-order ex- 
perience, Mr. Saurbier feels 
that every bill mailed to a pur- 
chaser should also carry with it 
a sales story. In many cases, the 
only extra cost is the labor re- 
quired to enclose manufactur- 
ers’ literature into each enve- 
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lope—the postage necessary to 
earry the bill will also pay for 
carrying sales literature. If 
this postage money is not carry- 
ing its full load, it is wasted 


money. 


Participates in Trade Shows 

League also participates in 
local trade shows. Exhibits and 
booths at county fairs, such as 
the Kent-Sussex County Fairs, 
are another means used by 
League to contact new sales 
prospects. 

League faithfully follows up 
inquiries from manufacturers’ 
national advertising. As soon 
as an inquiry from a manufac- 
turer is forwarded to League, 
it receives immediate attention 
in the form of sales literature, 
a phone call and a personal 
sales call. 

Dodge reports and local fi- 
nancial contacts are also 
checked regularly for new busi- 
ness leads. 

League has four men who 
work in selling and serving 
building products specialties. 
Henry H. League, Horace 
Reichart, Joe Richard and Mr. 
Saurbier himself spend most of 
their time working in the field. 
Each has become a specialist 
in certain fields. 

For example, Mr. League 
and Mr. Saurbier have special- 
ized in aluminum building 
products. Mr. Reichart is an 
expert with cork products, and 
Mr. Richard with glass electric- 
radiant heat. 


Selling Companion Products 


Once a prospect is in tow, 
wood trim as well as metal 
trim can be sold. After the 
window sale is completed, the 
League salesman next moves 
into reflective insulation, eaves 
troughs, down spouts, roofing, 
etc. Following completion of 
outside sales, League sales ef- 
forts turn inward to such fac- 
tors as trim, hardware, doors, 
floors, paints and varnishes. 

An applicating service is of- 
fered to purchasers who want 
it; also, advice concerning ap- 
plication of products is avail- 
able to contractors and to 
homeowners who do their own 
installation. 

To be able to give top service 
at all times, it has been found 
that a minimum of a 60-day 
stock of windows should be on 
hand at all times. 

It is also necessary to be sure 
to have a full line on hand in- 
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NAMES OF SPECIALTY PRODUCTS are widely advertised on League Lumber 


Company’s property in Baltimore, Md. 


it, 











PRECISION CONSTRUCTION FEATURES of the aluminum windows are 
pointed out by Harry W. League, Sr., vice-president of League Lumber Company, 
to Mrs. League, who poses:as a sales prospect. 


cluding double-hung, casement, 
and awning windows. Sales at 
League have been neck-and- 
neck between double-hung and 
casement - aluminum windows. 
However, the popularity of 
awning windows has been in- 
creasing. 


Serves Many Other Dealers 


In addition to selling win- 
dows and other building spe- 
cialty products in its own trad- 
ing area, the League Lumber 
Company contacts over 250 
dealers in building products. 
These companies, of course, are 
primarily out of the area in 
which League operates as a 
dealer. 


Direct mail is utilized regu- 
larly to encourage these deal- 
ers to move aluminum windows. 

Personal contact is made 
regularly. Inquiries from man- 
ufacturers’ advertising is for- 
warded to the dealer concerned. 
Applicating advice and service 
are offered where practicable. 

A dealer meeting of the 
League Metal Window Com- 
pany, as the lumber company 
jobbing organization is known, 
is held once a year. 


This good selling of good 
service is what enabled Albert 
H. League, Sr., president and 
founder, to build his business 
to its present success in the 
past 17 years. 
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SLIDING DOOR HARDWARE can be 
promoted for home, industrial, com- 
mercial and farm use. 





IMPRESSIVE PANEL DISPLAY of 
lock sets is bound to attract attention 
and create sales. 


= — 


‘Sei ety 


1254 5678-96 


3 


VISUAL REMINDER of the dozens of hardware items needed for the home is 


seen in this neat, detailed wall display at J. J. Moreau & Son, Manchester, 





KITCHEN AND BATHROOM HARD- 
WARE are combined in this booth 
display. Housewives can redecorate 
their kitchens periodically by chang- 
ing cabinet hardware. 


N. H. 
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CLOSET HARDWARE with its space- 


stretching fixtures will sell itself. 
Here is a demonstration at the Elgin 
(111.) Lumber and Supply Co. 


Remember -- Hardware Sales Give You Plus Profits 


Dozens of hardware items should be added to the materials list for 


both new and remodeled homes. 


Dealers and home owners 
alike are alive to the fact that 
repairs and remodeling require 
a number of basic materials 
such as lumber, wall board, 
doors and windows. 

But all too often, they neg- 
lect the fact that these improve- 
ments can be made much more 
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beautiful and more useful by 
installing the latest and finest 
in hardware. 

There are many items in 
builders, shelf and cabinet 
hardware that the dealer can 
recommend for such purposes. 
And remember that by suggest- 
ing new hardware, the dealer 


December 


Here are some sales tips. 


can add another profitable 
group of units to his remodel- 
ing or repair sales. 


Include a Fine Lock 

If it’s a single house that’s 
being remodeled, get the home- 
owner to replace that outmoded 
entrance door lock with one 
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Asbestos Cement 


ROOFING SHINGLES E 


Builders have asked for them... now they are 
here. New Mustang Asbestos Cement Roofing 
Shingles are something special indeed. They are 
unbelievably strong and will last a lifetime. 


Stock them ... and watch them sell! ! 


The MUSTANG label means money in the pocket for you. 


Here’s why... 

e Less breakage, due to the longer asbestos 
fibers used by Mustang 

e Less leveling and squaring to do 

e More uniform in size, thickness, and color 

e Five beautiful, non-fading colors: White, 
Green, Tan, Coral, and Blue 


If. Easy to apply 


ky 7/4 Dutchlap Shingles 
16” « 16” 
PW relite|e)(-aaia 
Blue and White 


Only 


a A | 1 oy Ld x 94" 


Five 





Colors 
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Order your descriptive folder 


and price list today! 


The ASBESTOS CO. of TEXAS 


HOUSTON 





P.O. BOX 1082 * 






A Division of 


THE PHILIP CAREY MANUFACTURING COMPANY 
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A dependable 
source for 


SUPERIOR 
QUALITY 


BIRCH 


= 
CARLOAD SHIPMENTS OF 


_ BIRCH 
PLYWOOD 


STOCK PANELS 
Grades A-A, A-1, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: 44” to 34”. Complete stock 
sizes. . 


BIRCH DOOR PANELS 
Grades available: A-3, 1-3, 2-3, 
3-3, in %” and 3%”. All panels are 
3-ply. 

All Birch plywood meets Bureau of 
Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100’. Backs, Cross 
Banding and No. 1 Sheet Stock. 


L.C.L. or CAR 
. SHIPMENTS 


now available from our new 


DETROIT WAREHOUSE 
including 
DOOR PANELS 
birch and gum \& and 3%. 


STOCK PANELS 


birch and gum, all sizes 


SHEATHING 


fir and gum, all sizes 
Specify your Requirements 
x k * 


W.R.BRAUND 
Company 


Room 214 Wabeek Building 
276 West Maple Avenue ( 
Birmingham, Michigan 


Telephone— Midwest 4-3450-51-52-53 
Birmingham TWX 500 

Detroit Warehouse— 
Tel. TY 4-4095 
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that brings new beauty and 
new security to his home. If 
the door is to be replaced, then 
by all means include a fine lock. 


Easily Installed 


Even though the original en- 
trance door is to be used, the 
new lockset can be easily in- 
stalled by inserting a wooden 
block in the old mortise. This 
can be done with extreme ease 
if the unit is a bored-in lock 
requiring the drilling of only 
two holes, holes that are small 
in diameter requiring no spe- 
cialized tools. 

If it’s new rooms that are 
being added, then you’ll need 
butts, hinges and lock sets with 
a special function to suit the 
nature of the rooms being built. 


Promote Window Hardware 


Most remodeling or repairs 
involve windows. That means 
new sash fixtures, such ‘as sash 
lifts, sash fasteners and case- 
ment adjusters. Even when the 
old windows are being used, the 
home owner will appreciate the 
added charm and convenience 
of the latest types of hardware. 

Older homes are usually lack- 
ing the added protection that 
only a sturdy pin tumbler lock 
can bring to all doors leading 
outside. Sell a night latch on 
side or entrance doors from the 
cellar, utility room or garage. 
Your customers will thank you 
for the extra protection these 
sturdy night latches bring. 
They are easy to install, too. 
The home owner can often do 
it himself. 


Door Closer a Convenience 

Still another convenience 
that should not be overlooked 
is a pneumatic screen and storm 
door closer. This should be fur- 
nished complete with catches 
and may be applied to screen 
doors or light storm doors. 
These latest models of pneu- 
matic door closers are adjust- 
able for tension and will close 
the doors surely, quietly, 
quickly. 

Should the remodeling in- 
volve multiple dwelling units, 
office buildings or institutions, 
your chances for profit are 
greatly enlarged if you include 
builders hardware on your bill 
of sale. Not only are there 
many locks involved along with 
the usual complements of sash 
hardware and shelf hardware, 
but such items as liquid door 





DRAPERY AND 


CURTAIN HARDWARE 









for Every Drape Need 


— Home or Business 
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The only curtain hardware 
suited ior bay windows, wide 
picture windows, and straight 
and curved installations, The 
ideal curtain hardware for sub- 
dividing rooms: for modern 
shops, restaurants, bars, dining 
alcoves, dressing rooms. Fine 
appearance is matched by fine 
performance. Operates smooth- 
ly and efficiently with mini- 
mum sound and effort, Oper- 
ating parts are concealed 
when curtains are drawn, 
Types include wall bracket in- 
stallation, straight and curved 
track,. ceiling. bracket installa- 
tion, window jamb installation, 














SHELBY HEAVY-AIR 
DOOR CLOSER 


For Jalousie and 
Combination Doors 





For right or left hand opening... in or 
out. Prevent slamming, protect glass doors 
and jalousies. Aluminum finish. 











DRAPERY AND CURTAIN HARD- 
WARE and a heavy-air door closer, 
for right or left hand opening, are 
featured as a part of a display ad run 
by Rose-Saxon Lumber Co., Inc., 
Miami. 


closers, push and pull bars and 
exit bolts are also necessary. 


Small Hardware Items 


Other items of hardware that 
can be included in your bill of 
sale are such items as door 
knockers, letter box plates, door 
stops, drawer pulls, cupboard 
turns, and many other items of 
shelf hardware, depending, of 
course, on the nature of the im- 
provement involved. 

It is not the purpose of this 
article to explore every contin- 
gency that may arise, but rather 
to indicate the possibility of. in- 
creasing your sales volume by 
adding hardware to the other 
items required for every re- 
modeling or repair job. The 
progressive dealer will find that 
there are many items that may 
be included, not only to his 
own profit, but also to the sat- 
isfaction of the home owner. 
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Day after day, the people in your territory who are going to build 
their own new homes are located by the world’s largest construction 
news gathering organization. 


Then . . . a book of catalogs, illustrating and describing 
the varied products needed for new homes, is mailed to these prospects 
of yours. This book — Home Owners’ Catalogs — is used and kept 
while these prospects are planning what they will want to buy. 

for their new homes. It is important to you that the products you stock, 
show and sell are completely described to these buyers before 
they make their final decisions. 










PITTSBURGH PLATE GLASS COMPANY 
oS DVision 


a Maer 4 ara 
z 


— 
a 


hlamouy ith Glay 


That is why Pittsburgh Plate Glass Co. 
Re —Paint and Glass Divisions distribute 

/ their catalogs, “Color Dynamics for the 
/ Home’ and, “Glamour with Glass’, in 
each 1952 copy of Home Owners’ Catalogs. 
Pittsburgh kvows this is one way to do a 
thorough pre-selling job for you. Pittsburgh 
knows these home-planners are prospects 
for you because they buy the kind of 
things you sell. 


~~ 
aoe 


These prospects are also in the market for 
the many other new-home products described 
in Home Owners’ Catalogs. 





Find out how you too can get the 
names and addresses of hand-picked, 
pre-sold prospects in your territory’. 


Write today to: 


eee HOME OWNERS’ CATALOGS 


Dept. GP, 119 West 40th Street, New York 18, N. Y. 
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LUMBER GRADING is taught with actual samples. In- 
structors are representatives of the Southern Pine Inspec- 


tion Bureau, S. E. Williams, left, and J. H. Strickland, 


right. 





ORIENTATION ADDRESS by Edward 
H. Libbey, secretary of NRLDA, opens 
the course. 





vs : 


ESTIMATING 
plained by Herb Lotz of the J-M 
training department. 


DETAILS are. ex- 





FARM BUILDING is inspected by the class. Field trips 
provide “eye” as well as “ear” training. 








Fo. aA. 
BULL SESSIONS late into the night 


revolve around problems raised in 
class. 


Now You Can Train Your Employes Economically 


Details of 30-day short courses outlined; how to enroll and where. 


Courses in all the important 
subjects with which a retail 
lumber dealer should be famil- 
iar are being offered in the 30- 
day short courses in 17 institu- 
tions of higher learning from 
coast to coast. 

Already some 5,000 employes 
representing 3,000 yards have 
graduated from these schools 
sponsored by NRLDA in coop- 
eration with state and regional 
dealer associations. 

These courses, to the new 
employe, offer the best founda- 
tion to a successful career in 
the retail building materials 
business; what the training 
means to the employer can be 
summarized by the comment of 
one Indiana dealer, who said: 

“My employe returned with 
several valuable ideas and with 
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almost as much know-how as 
I have gained in my 35 years 
of experience. He is now pre- 
pared to take over many of the 
duties that I couldn’t trust to 
anyone but myself before.” 

Incidentally, some 250 stu- 
dents have graduated from the 
seven short courses sponsored 
by the Indiana Lumber and 
Builders’ Supply Association 
in cooperation with Purdue 
University and the maximum 
of 40 enrollments will soon be 
filled for the 1952 course. The 
Indiana and Illinois associa- 
tions are co-sponsoring the next 
course to be held January 8 to 
February 14, 1952. 

The various courses offer 
product subjects, business sub- 
jects, and construction and esti- 
mating subjects totaling over 


144 hours of instruction by 
specialists in these fields. Else- 
where in this article, you will 
find details of enrollment pro- 
cedure. 


LIST OF 
SCHEDULED CLASSES 
1951-1952 
National Retail Lumber Dealers 


Association 30-Day Courses in 
Retail Lumber and Building 
Materials Training 


CITY COLLEGE OF NEW YORK, 
430 West 50th St., New York 10, 
N. Y. Classes: October 8, 1951 to 
February 21, 1952. Evening Classes. 
February 25, 1952 to June 30, 1952. 
Evening Classes. School Representa- 
tives: Victor E. Musso, supervisor or 
B. Franklin, assistant supervisor. 
Building Industry Courses, City Col- 
lege of New York, 430 West 50th St., 
New York 10, N. Y. Association 
Representatives: Whitney F. Harris, 
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MORE 


(GLAZING) 


oe witched 


to ARM-CLAZE 


Biggest sash mills in the country have licked their 
“putty problems,” and they SAVE MONEY by using 


Arm-Glaze, the E-L-A-S-T-I-C Glazing Compound. 
It is perfectly smooth — can be applied fast. 


It sets immediately. You can ship AT ONCE without 


risk of complaints and costly reconditioning. 





It gives you a BETTER finished product which is 


preferred by dealers everywhere. 
ES It stays E-L-A-S-T-I-C; won’t crack or crumble; pro- 
vides lasting protection for the user. 


Try this vastly superior product! Act today on our 


FREE Trial Offer! E 


SAMPLE 


Test Arm-Glaze at our 








TYPICAL USERS OF Arm-Glaze \ 
Rockwell Mfg. Co... . 3!/2 years 
Chicago & Riverdale . .10 years 
Bosman & Casson .... 7 years hee 

expense. Give it the 

E. A. Nord Co. ..... 3 years “waite? tee te geek 

Pacific Mutual Door . . . 9 years 

Spokane Sash & Door .. 7 years 

Whittier Lumber ..... 5 years 

Owens-Parks Lumber . . . 4 years 

Norwood Sash & Door . . 4 years 


self why so many mills 
now use Arm-Glaze ex- 
clusively. Write our 
nearest office for liberal- 


sized FREE sample. 





ARNSTR 


4065 So. LaSalle St. 
Chicago 


COMPANY 


241 S. Post Ave. 2411 Swiss Ave. 
Detroit Dallas 
rehalo Mn al dalsalelal> Mae ol ihaelaall:! 
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26” straight back, four gauge 
taper ground, two stroke bevel 
filed; handle—beech, full 
carved, mahogany stained, four 
nickel plated screws and medal- 
lion; plain finish, limed off. Avail- 
able 51-8-10 pt. Packed 
Y dozen to a carton. 


$399 


RETAIL 


a 
_” WUMBER 22: 
26” straight back, 
two gauge taper ground, 
one stroke bevel filed; handle 
—beech, mahogany stained, 
grip carved only, three nickel 
plated screws and medallion; 
plain finish, limed off. Avail- 
able 5'/-8-10 pt. Packed 
Yy dozen to a carton. 


$949 


RETAIL 


DISPLAY 
THESE SAWS NOW! 
CAPTURE 
MORE PROFITS! 


_Ask your wholesaler 
- +. he has them 
in stock 


X Finen in Appeanance \’ Superior in Quality 
% Outstanding eng-life Performance 


< _/ WUMBER 11: 

\”” 26" straight back, 

flat ground, straight filed; 

handle—beech, mahogany 

stained, no carving, three nickel 

plated screws and medallion; 

plain finish, no liming off. Avail- 

able 5%2-8-10 pt. Packed 
tweive to a master carton. 














Rockwell Tools, Inc. 


FORMERLY OHLEN-BISHOP MANUFACTURING COMPANY 
Subsidiary of ROCKWELL MANUFACTURING COMPANY 
1314 KINNEAR ROAD, COLUMBUS 12, OHIO 


99 YCANs OF FINE QUALITY SAW MAKING 
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Rite Trim has 
the look of 
quality ... it is 
high quality, 
too, yet prices 
. are modest! 
When you think of sliding doors 
remember Adams-Rite can supply 
the proper trim from a cup pull 
to a completely modern lock. 
You'll especially admire our lock 
. It installs as a single assem. 
bly even in narrow stiles by a 
simple cut-out, no mortise. Three 
types fit all doors from 144” to 2” 
in thickness. Adaptable to doors 
of either hand with deadlock 
either side and emergency un- 
locking feature opposite. For 
maximum security, pin tumbler 
cylinder operation in the escutch- 
eon is optional. Escutcheon meas- 
ures 4144” x 27%”. 
A variety of stand- 
ard finishes avail- 
able on all Adams. 
Rite items. 
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New York Lumber 
Trade Association, 5624 Grand Cen- 
tral Terminal, New York 17, N. Y. 
Edward C. Frick, secretary, New Jer- 
sey Lumbermen’s Association, 1060 
Broad St., Newark 2, N. J. Paul S. 
Collier, Exec. Vice-Pres., Northeast- 
ern Retail Lumbermen’s Assn., Valley 
— East Ave., Rochester 4, 


UNIVERSITY OF KANSAS CITY, 
Kansas City, Mo. Class: January 28 
to February 29, 1952. Association 
Representative: John F. Miller, Jr., 
Asst. Sec.-Mgr., Southwestern Lum- 
bermen’s Assn., 512-14 R. A. Long 
Building, Kansas City 6, Mo. School 
Representative: Dean John Barnett, 
University of Kansas City, 52nd and 
Rockhill Road, Kansas City, Mo. 


UNIVERSITY OF MASSACHU- 
SETTS, Amherst, Mass. Class: Feb- 
ruary 11 to March 13, 1952. Associa- 
tion Representative: Paul S. Collier, 
Exec. Vice-Pres., Northeastern Retail 
Lumbermens Assn., Valley Building— 
339 East Ave., Rochester 4, N. Y. 
School Representative: Prof. J. H. 
Rich, Department of Forestry, French 
Hall, University of Massachusetts, 


| Amherst, Mass. 


MICHIGAN STATE COLLEGE, 
East Lansing, Mich. Class: Febru- 
ary 25 to March 21, 1952. Associa- 
tion Representative: Donald J. Moe, 
Assistant Secretary, Michigan Retail 
Lumber Dealers Assn., 1009 Bank 
of Lansing Building, Lansing 16, 
Mich. School Representative: Prof. 
William B. Lloyd, Assistant Profes- 
sor, Department of Wood Utilization, 
Michigan State College, East Lansing, 
Mich. 


UNIVERSITY OF MINNESOTA, 
Department of Agriculture, Agricul- 
tural Short Courses, University Farm, 
St. Paul, Minn. Class: February 4 
to March 1, 1952. Co-Sponsors & 
Association Representatives: W. H. 
Badeaux, Secretary, Northwestern 
Lumbermens Assn., 1013 Fourth Ave- 
nue South, Minneapolis 4, Minn. Ed- 
win W. Elmer, Independent Retail 
Lumber Dealers Assn., 303 Wesley 
Temple Building, Minneapolis 3, Minn. 
Minnesota Hoo Hoo Clubs. College 
Representatives: Dr. Frank Kaufert, 
School of Forestry, University of 
Minnesota, St. Paul, Minn. Dr. J. 
O. Christiansen, Agricultural Short 
Courses, University Farm School, 
—- of Minnesota, St. Paul, 

inn. 


NEW YORK STATE COLLEGE 
OF FORESTRY, Syracuse University, 
Syracuse, N. Y. Class: February 18 
to March 20, 1952. Association Rep- 
resentative: Paul S. Collier, Exec. 
Vice-Pres., Northeastern Retail Lum- 
bermens Assn., Valley Building—339 
East Ave., Rochester 4, N. Y. School 
Representative: Prof. Gerald H. 
Smith, Bray Hall, New York State 
College of Forestry, Syracuse, N. Y. 


THE OGONTZ SCHOOL OF THE 
PENNSYLVANIA STATE COL- 
LEGE, Ogontz School Post Office, 
Pennsylvania. Class: January 27 to 
February 22, 1952. Association Rep- 
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resentative: Robert A. Jones, Exec. 
Dir., Middle Atlantic Lumbermens 
Assn., 1528 Walnut St., Philadelphia, 
Pa. School Representative: J. Ewing 
Kennedy, Supervisor of Management 
Training, the Ogontz School of The 
Pennsylvania State College, Ogontz 
School Post Office, Pa. 


OHIO STATE UNIVERSITY, Co- 
lumbus, Ohio. Class: October 15 to 
November 16, 1952. February 12 
to March 14, 1952. Association Rep- 
resentative: Findley Torrence, Secre- 
tary, Ohio Association of Retail Lum- 
ber Dealers, Green and Market Sts,, 
Xenia, Ohio. School Representative: 
Dr. H. W. Nisonger, Director of Spe- 
cial Adult Education, Ohio State Uni- 
versity, Columbus, Ohio. 


PURDUE UNIVERSITY, West La- 
fayette, Ind. Class: January 14 to 
February 8, 1952. Association Rep- 
resentative: Robert L. Craft, Indiana 
Lumber & Builders Supply Assn., 
620 K of P Building, Indianapolis, 
Ind. School Representative: Merle 
M. McClure, c/o Southworth Book- 
store, Purdue University, West La- 
fayette, Ind. 


SOUTHERN METHODIST UNI- 
VERSITY, Dallas, Tex. Class: Janu- 
ary 14 to February 8, 1952. Associa- 
tion Representative: Gene Ebersole, 
Exec. Vice-Pres., Lumbermen’s Asso- 
ciation of Texas, 2nd National Bank 
Building, Houston 2, Tex. School 
Representative: Clifford Shumaker, 
Director, Institute of Building Mate- 
rial Distribution, Southern Methodist 
University, Dallas 4, Tex. 


UNIVERSITY OF WASHINGTON, 
Seattle, Wash. Class: February 7 to 
March 7, 1952. Association Repre- 
sentative: W. C. Bell, Exec. Vice- 
Pres., Western . Retail Lumbermens 
Assn., 1319 W. Nickerson, Seattle 99, 
Wash. College Representative: Dr. 
David Thomas, College of Forestry, 
— of Washington, Seattle 5, 
Wash. 


UNIVERSITY OF DENVER, 211 
Fifteenth St., Denver 2, Colo. Class: 
January 7, 1952 to February 6, 1952. 
Association Representative: J. F. 
Scott, Mountain States Lumber Deal- 
ers Assn., 217 Colorado National 
Bank Building, Denver 2, Colo. Co- 
Sponsor: Denver Hoo-Hoo Club #74, 
Denver, Colo. School Representative: 
Donald W. Decker, chairman, Depart- 
ment of Building Industry and Real 
Estate, University of Denver, 211 
Fifteenth St., Denver 2, Colo. 


RUTGERS UNIVERSITY, Extension 
Division, 33 Washington St., Newark, 
N. J. Class: January 22 thru May 13, 
1952, Tuesday & Thursday Evenings, 
6:15 p.m. to 10:00 p.m. Association 
Representative: Edward C. Frick, 
Secretary- Megr., New Jersey Lumber- 
men’s Assn., 1060 Broad St., Newark, 
N. J. Association Co-Ordinator: John 
Holdsworth, c/o New Jersey Lumber- 
men’s Assn. 1060 Broad St., Newark 
y a School Representative: R.. 2. 
Light, director, Rutgers University 
Extension Division, 33 Washington 
St., Newark, N. J 
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How Government Regulations 
Affect Your Purchases 


Some questions and answers about federal 
rules which may affect your operation 


The following questions and answers 
were part of a panel discussion at 
the recent fall meeting of the Board 
of Directors of the National Retail 
Lumber Dealers Association, held in 
Chicago. 

The questions and answers pre- 
sented here cover how government 
restrictions affect purchases made by 
dealers. 


Q. How do I extend “DO” and “DX” 
ratings to my suppliers to replace in- 
ventory. 


A. By writing on the order the same 
“DO” or “DX” rating that was ap- 
plied to you and signing. 
For example: 
“DO-U-7 
For delivery March 20, 1952 
Certified under NPA Reg. 2 
(Signed)—I. M. Dealer 


Q. Suppose that I have ratings to ex- 
tend for the same material that are 
different or different items on the 
same order, what symbol do I use? 


A. Use applicable rating identifica- 
tion alongside the related item. 
Where the total of some item carried 
different ratings the order must show 
the portion applicable to each rating. 


Q. Is there any time limit on how 
long I can hold these ratings before 
extending them? 


A. Yes. No person may extend any 
rating to replace inventory after the 
expiration of 3 months from the date 
of receipt of the order bearing the 
rating, or 1 month from the date 
you took the stock from inventory, 
whichever date is later. 


Q. You have been talking about the 
extension of ratings to replace other 
than controlled materials. How do I 
replace controlled materials? 


A. You cannot extend the symbols 
you receive on ACM orders to replace 
inventory (see special treatment for 
direct mill copper distributors in Q. 
No. 30). At present, there is a differ- 
ent procedure for replacing each con- 
trolled material. 


Q. What is my procedure for replac- 
ing controlled material items in steel; 
for instance, nails, reinforcing bars, 
Sheet steel, etc.? : 


A. Today, an order known as M-6, 
and after January 1, 1952 a new order 
known as M-6A governs on steel. At 
present the tonnage is 85%, but start- 
ing January 1, if you are buying your 
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steel items from a mill direct, you 
have an allocation set up for you call- 
ing for 100% of what you bought be- 
tween January 1, 1950 and September 
30, 1950, on a monthly basis, and of 
approximately the same items you 
bought during the base period. The 
order provides the mill must make 
this quantity available to you without 
any rating of any kind. 


Q. You say that applies if I am buy- 
ing from a steel mill. Suppose I am 
buying from a wholesaler or jobber? 


A. You must depend on normal cus- 
tomer relationships for your supply. 
Since that wholesaler is buying from 
the mill, he will get all he got during 
the first 9 months of 1950, and should 
take care of your normal require- 
ments. 


Q. What about the copper wire, cop- 
per tubing and pipe I sell; How do I 
replace that? 


A. This is a little different. Again, 
if you are buying direct from a brass 
or wire mill, you have the authority 
to place an ACM order with the mill, 
using the symbol X6, to replace prod- 
ucts by weight which were delivered 
in the preceding month on controlled 
materials orders. 


Q. If I am buying copper items from 
a jobber or wholesaler am I in the 
same position as I am on steel prod- 
ucts? 


A. Technically, yes, you will have to 
depend on normal customer relation- 
ships. However, because the copper 
jobber replaces primarily each month 
on the basis of what he sold the month 
before, on ACM orders, he may insist 
on ACM eertifications. This may be 
annoying because at the present time 
you cannot extend such allotments to 
him. 


Q. How do I replace aluminum in the 
controlled materials forms? 


A. There is an order in the works 
now that will establish procedures 
for obtaining aluminum in controlled 
material form, by direct mill distribu- 
tors, similar to the procedure for ob- 
taining copper products. At present, 
such distributors must file form 
CMP-4B setting forth their aluminum 
requirements. As in the case of cop- 
per, no special provision is made for 
retailers buying from jobbers, and 
they must depend on normal customer 
relationships. 











Ne "Gloss block 
panels for garages 





are standard with us” 


says a typical builder 


“When we put in a panel of Insulux 
Glass Block®, we know it will give 
a lifetime of trouble-free service. We 
know the garage will be lighter and 
more private . . . that outsiders can 
never tell what’s stored inside.” 


Light and privacy are only two of 
the many advantages of glass block. 
A panel can’t rust or rot; never needs 
reputtying or repainting. Insulux 
panels are sound, weathertight, in- 
sulating; make a difficult entry for 
thieves. 


Supplies of Insulux Glass Block 
and all of the installation materials 
needed are non-critical and immedi- 
ately available in quantity. Installation 
is simple and quick—in new con- 
struction or old—requires only ordi- 
nary mason’s tools. 


Get all the information 
about this use of Insulux 
Glass Block. Write: Insu- 
lux, Dept. AL-12, Box 
1035, Toledo 1, Ohio. 


INSULUX 


"WALLS OF 
DAYLIGHT" 


— by the leaders of 
Daylight Engineering 
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AMONG THE DEALERS 


Next Year's Convention 
Dates 


BMEA has announced the 
following list of convention lo- 
cations and dates for 1952. A\l- 
though there are possibilities 
of changes, most dates are defi- 
nite. Corrections will be made 
in these columns as they may 
occur. 


JANUARY 


7, 8—West Virginia Lbr. & Bidrs. 
Supply, Daniel Boone Hotel, Charles- 
ton, W. Va. 

14, 15, 16—Kentucky Retail Lumber 
Dealers’ Assn., Brown Hotel, Louis- 
ville, Ky. 

15, 16, 17— Northwestern Lumber- 
men’s Assn., Minneapolis, Auditorium, 
Minneapolis. 

20, 24—Nat’l Assn. of Home Build- 
ers, Conrad Hilton (Stevens) and 
Congress Hotels, Chicago, Ill. 

21, 22, 23—Western Retail Lumber- 
men’s Assn., Olympic Hotel, Seattle, 
Wash. 

22, 23, 24—Ohio Retail Lumbermen’s 
Assn., Cleveland Auditorium, Cleve- 
land, Ohio. 

23, 24, 25—Southwestern Lumber- 
men’s Assn., Municipal Auditorium, 
Kansas City, Mo. 

28, 29, 30—Nat’l Roofing Contractors 
Assn., Congress Hotel, Chicago, IIl. 


28, 29, 30—Northeastern Retail Lum- 
bermen’s Assn., Hotel Statler, New 
York City. 

29, 30, 31—Wisconsin Retail Lumber- 
men’s Assn., Municipal Auditorium, 
Milwaukee, Wis. 


FEBRUARY 


5, 6, 7—Michigan Retail Lumber 
Dealers’ Assn., Civic Auditorium, 
Grand Rapids, Mich. 


6, 7, 8—Middle Atlantic Lumbermen’s 
Assn., Chalfonte-Haddon Hall, Atlan- 
tic City, N. J. 


6, 7, 8—Mountain States Lumber 
Dealers’ Assn., Shirley-Savoy Hotel, 
Denver, Colo. 


6, 7—Lumber Dealers Association of 
Western Pennsylvania, Wm. Penn 
Hotel, Pittsburgh, Pa. 


12, 13, 14—Illinois Lumber & Ma- 
terial Dealers Assn., Sherman Hotel, 
‘Chicago, Ill. 

13, 14, 15—Virginia Building Material 
Assn., Roanoke. 

17, 18— Mississippi Retail Lumber 
Dealers’ Assn., Buena Vista Hotel, 
Biloxi, Miss. 

27, 28, 29— Nebraska Lumber Mer- 
chants Assn., City Auditorium, 
Omaha. 


MARCH 


3, 4, 5—Intermountain Lumber Deal- 
ers Assn., Hotel Utah, Salt Lake City. 
4, 5—North Dakota Retail Lumber- 
men’s Assn., Fargo or Bismarck, N. D. 
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4, 5, 6—Indiana Lumber & Builders 
Supply Assn., Murat Temple, Indian- 
apolis, Ind. 


12, 13, 14—Iowa Retail Lumbermen’s 
Assn., Iowa Exhibit Bldg., Des 
Moines. 


18, 19, 20—Carolina Lumber & Build- 
ing Supply Assn., Greenville, S. C. 


19, 20—Louisiana Building Material 
Dealers’ Assn., Jung Hotel, New Or- 
leans. 


24, 25, 26—Nat’l Roofing & Siding 
Contractors Assn., Hotel Statler, New 
York City. 


25, 26, 27— Tennessee Building Ma- 
terials Assn., Nashville. 


27, 28—Independent Retail Lumber 
Dealers’ Assn., Hotel Radisson, Min- 
neapolis, Minn. 


APRIL 


8, 9, 10—South Dakota Retail Lum- 
berman’s Assn., Coliseum, Sioux Falls. 


15, 16, 17 —Southern California Re- 
tail Lumbermen’s Assn., Ambassador 
Hotel, Los Angeles, Calif. 


16, 17, 18—Florida Lumber & Mill- 
work Assn., Tampa, Florida. (No 
exhibits.) 


20, 21, 22—Texas Lumberman’s Assn., 
Galveston. 


23, 24, 25—Georgia Lumber Dealers 
Assn., Oglethorpe Hotel, Savannah, 
Ga. (No exhibits.) 


23, 24, 25—Lumber Merchants’ Assn. 
of Northern California, San Fran- 
cisco, Calif. 


Registration List at NRLDA 
Convention in Chicago 


ADAMS, F. E.—Milledgeville Builders Supply 
Co., Milledgeville, Ga. 

ADAMS, GEORGE—Noah Adams Lumber 
Co., Walnut Grove, Calif. 

ALDRICH, L. R. JR.—Aldrich & Company, 
Billings, Mont. 

ALEXANDER, JOHN—Alexander Lumber 
Company, Aurora, III. 

ALEXANDER, MARK—M. S. Alexander 
Lumber Co., Owatonna, Minn. 

ARMSTRONG, JOHN—S. Armstrong Bros. 
Lumber Co., San Angelo, Tex. 

ARMSTRONG, JOHN—Foxworth-Galbraith 
Lumber Co., Amarillo, Tex. 


ARP, C. K.—The Home Lumber & Fuel Co., 
Elkhorn, Wis. 


BALL, R. NEEDHAM—Louisiana Building 
Material Dealers Assn., Baton Rouge, La. 

BARR, WILLIAM K.—Barr Lumber Co., 
Denver, Colo. 

BARKSDALE, W. ALBIE—Charlottesville 
Lumber Co., Charlottesville, Va. 

BARR, JOHN F.—Barr-Thomas Lumber Co., 
Fairmont, W. Va. 

BATTROM, Charles—Midland Building In- 
dustries, Inc., Indian&polis, Ind. 

BEATTY, ROSS W.—I. N. R. Beatty Lum- 
ber Co., Oak Lawn, II. 

BEDGOOD, W. R.—Bedgood Lumber & Coal 
Co., Athens, Ga. 

BELL, C. P.—Jackson Lumber Co., Jack- 
son, Tenn. 

BELL, W. C.—Western Retail Lumbermens 
Assn., Seattle, Wash. 

BENNETT, MARIE, MRS.—Florida Lumber 
& Millwork, Orlando, Fla. 


BOISFONTAINE, A. S.—Southern Pine In. 
spection Bureau, New Orleans, La. 

BOYD, LYNN—Lynn Boyd Good Lumber 
Co., Pampa, Tex. 

BREEDEN, R. G.—Building Materials Ex. 
hibitors Assn. .. Glenview, > 


ws tae W. D.—Crane-Johnson Co., Fargo, 


BROWN, ALEXANDER—Bidale Purchasing 
Co., New York, 

BROWN, pom re D -—Pontchartrain Lum- 
ber Co., Inc., New Orleans, La. 

BROWNLEE, R. O.—Tennessee Building 
Material Assn., Knoxville, Tenn. 

BURKHOLDER, CLARENCE D.—The E. R. 
Burkholder Lumber Co., McPherson, Kan. 


BURTON, GEORGE H.—Burton Lumber 
Co., Norfolk, Va. 


CAMPBELL, DON A.—Kentucky Retail 
Lumber Dealers Assn., Lebanon, Ky. 

CAUTHEN, - C.—Rock Hill Lumber Co., 
Rock Hill, 

CHAMBERS, - A.—Chambers Lumber Co., 
Gainesville, Ga. 

CHURCH, LEONARD C.—Walworth Lum- 
ber Co., Walworth, Wis. 

COLLIER, PAUL S.—Northeastern Retail 
Lumbermens Assn. .. Rochester, N. Y. 

COLLINS OERTELL—Forest City Lumber 
Co., Savannah, Ga. 

COPELAND, J. W.—J. W. Copeland Yards, 
Portland, Ore. 

COSGROVE, JAMES M.—Caldbeck-Cosgrove 
Corp., St. Johnsbury, Vt. 

COVE, Norman B.—Hager & Cove Lumber 
Co., Lansing, Mich. 

CRAFT, ROBERT L.—Indiana Lumber & 
Builders Supply Assn., Indianapolis, Ind. 

DAIN, JOHN W.—Dain Supply Company, 
Inc., Mahopac, N. Y. 


DETWEILER, J. A.—Exchange Lumber Co., 
Inc., Rochester, N. Y 

DEVILLE, PAUL V.—The Bartlett Lum- 
ber Company, Canton, Ohio 

DIEMER, SAM H.—West Virginia Lumber 
& Builders Supply Dlrs. Assn., Fairmont, 
W. Va. 

DORMEYER, P. M.—National Plan Service, 
Inc., Chicago, Il. 

DROUGHT, RALPH J.—Drought & Groote- 
maant, Milwaukee, Wis. 


EBERSOLE, GENE—Lumbermen’s Assn. of 
Texas, Houston, Tex. 

ELMER, EDWIN W.—Independent Retail 
Lumber Dirs. Assn., Minneapolis, Minn. 

ELY, PAUL R., Ely-Hoppe Lumber Com- 
pany, North Platte, Neb. 

ERB, FRED A., Erb-Kidder Company, Royal 
Oak, Mich. 

ERICKSON, J. A.—I. C. System, Minneap- 
olis, Minn. 

ESTES, THORNTON — Alabama _ Building 
Material Exchange, Birmingham, 


FAIR, D. J.—Southwestern Lumbermens 
Assn., Sterling, Kan. 

FISHER, JOHN W.—John W. Fisher Lum- 
ber Co., Santa Monica, Calif. 

FITZGERALD, JOSEPH — Edward Hines 
Lumber Co., Chicago, II. 

FLINT, ALLAN T.—Southwestern Lumber- 
mens Assn., Kansas City, Mo. 

FOX, THOMAS J.—John W. Fisher Lum- 
ber Co., Santa Monica, Calif. 

FRICK, EDWARD C.—New Jersey Lumber- 
men’s Assn., Newark, N. J. 

FULTON, CLYDE A.—Colborn-Fulton Lum- 
ber Co., Charlotte, Mich. 


GAINES, HUNTER M.—Michigan Retail 
Lumber Dealers Assn., Lansing, Mich. 


GAMBLE, C. W.—Boise-Payette Lumber Co., 
Boise, Idaho 


GARNER, E. M.—Carolina Lumber & Buiid- 
ing Supply Assn., Charlotte, N. C. 


GAVIN, ED.—American Builder, Chicago, 
Tl. 


GEE, JIM W.—Gee Lumber & Coal Co., 
Chicago, IIl. 

GEIS, J. HAMMOND—Jno. N. Geis & Co., 
Baltimore, Md. 


December 1, 1951, AMERICAN LUMBERMAN & 











———— 















Builders Demand - an 





Werling 


HARDWARE 


| BT ae 


se, | ~ House Bea! ‘dina \ 





































































im- 
tail 
ber 
‘ds, 
ove 
ber 
& =") 
ny . The 600 Series In- 
3 cludes Hangers for 
Y both %” and 13%” 
0., by-passing doors. 
Track is aluminum. 
al Ws 
er 
nt, 
ce, 
te- i 2 
meng «es 
eh kM ni ae 
" No. 876 Guide Strips 
: eliminate grooving bot- 
ail P 
tom of door. Save instal- 
m- lation time and trouble. 
val No. 642 Aluminum or 
Adjustable Hanger Steel Track for 





For Single Doors Single Doors 


\) I; 
ASK ABOUT THE Mter nq] 800 SERIES 
" FOR HEAVY DUTY 
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PULL-TITE CLOSERS EXTENSION HINGES 





See Our Catalog in SWEET’S VISIT OUR DISPLAY 


‘i ee AT THE 
R Sec. 18D in Architects’ File ARCHITECTS SAMPLES 
Sec. 4E in Builders’ File CORPORATION 


or write direct for our catalog! NEW YORK CITY 


; STERLING HARDWARE MFG. CO. 


2345 W. Nelson Street, Chicago, 18, Illinois 
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Will YOU gamble 


a Fe stamp 


.... te find out how eAbesto 
Quality “consumer -a pplied” building 
products can help make next year 


@ prosperous new year for you 
AGC: 
eo 


... just fill in the coupon 





and send it to us. We'll show you 
how to add hundreds of extra 
dollars to your next year’s sales 


volumn. Send for 








the complete story of Abesto 


. .. there’s no obligation! 


ABESTO MANUFACTURING CORPORATION 
MICHIGAN CITY, INDIANA 


Please send full information about Abesto profit-making 
building specialties. No obligation, of course. 











NAME 





ADDRESS 








CITY. ZONE——_ STATE 





Here are your Abesto “profit-makers” 


Abesto LIQUID—Abesto Quick-Setting PLASTIC 

Abesto Semi-PLASTIC—Abesto SEALER—Abesto 

FIBERATED — LUMICLAD — STAINTOX — CLEAR- 

TOX — Abesto CHEMICAL TERMITE CONTROL 

Abesto APPLICATION BRUSHES, SQUEEGEES 
AND HANDLES 






































This Family Believes in the Lumber Business 


If you take a trip through Minnesota and Iowa and find yourself 
running into Nixa’s at every lumber yard, don’t be surprised. The 
family must hold some kind of record. In the picture, first row 
left to right, the the father, A. G. Nixa, manager of the Fullerton 
Lumber Company, Rochester, Minn.; the fourth son, N. J. Nixa, 
Fullerton manager at Britt, Iowa; the first son, A. C. Nixa, Fuller- 
ton manager at Osage, Iowa; the second son, J. A. Nixa, Fullerton 
manager at Britt, lowa; the first son, A. C. Nixa, Fullerton man- 
ager at Osage, Iowa; the second son, J. A. Nixa, Fullerton 
manager at Monmouth, Ill.; the seventh son, D. L. Nixa, book- 
keeper in the Fullerton yard at Rochester. 

In the second row, left to right, are W. A. Nixa, the fifth son, 
yard man at Osage, Iowa; G. R. Nixa, the sixth son, employed at 
Fullerton’s general office in Minneapolis; E. F. Nixa, the third 
son, the assistant manager at Rochester; and R. J. Nixa, eighth 
and youngest, employed at the Rochester Fullerton yard when he 


isn’t attending school. 


GODARD, LEWIS A.—Hobbs Wall Lumber 
Co., San Francisco, Calif. 

GODWIN, W. C.—E. W. Godwin Sons, Wil- 
mington, N. C. 

GREENWOOD, MARVIN—Celotex Corp., 
Chicago, IIl. 

GREINER, R. P.—Lumber Dirs. Assn. of 
Western Penna., Pittsburgh, Pa. 

GRINOLS, W. G.—Mississippi Valley Lum- 
berman, Minneapolis, Minn. 

GROBMYER, J. R.—J. R. Grobmyer Lum- 
ber Co., Little Rock, Ark. 





HAGER, HAROLD H.—Hager & Cove Lum- 
ber Co., Lansing, Mich. 

HALEY, WM. J.—D. J. 
Chicago, IIl. 

HAMAR, JOHN N.—Hamar-Quandt Com- 
pany, Houghton, Mich. 


HAMILTON, ORRIE W.—So. Calif. Retail 
Lumber Assn., Los Angeles, Calif. 


HAMMERSCHMIDT, ERNST — Hammer- 
schmidt Lumber & Fuel Co., Lombard, II. 


HANKINS, J. H.—Hankins-Paulson Co., 
Uniontown, Pa. 

HARBROOK, H. F.—Chicago & Riverdale 
Lumber Co., Chicago, III. 

HASH, WILLIAM—Midland Building In- 
dustries. Inc., Indianapolis, Ind. 

HARLEY, WILLIAM—4J. C. Baldridge Lum- 
ber Co., Albuquerque, N. M. 

HARRIS, WHITNEY F., New York Lumber 
Trade Assn., Inc., New York, >. wo 

HAUTMAN, D. S., East Albany Lumber 
Co., Albany, Ga. 

HENRY, ED. R., Spartan Lumber & Hdw. 
Co., Tulsa, Okla. 

HOPPE, WM. §., 
Co., Lincoln, Neb. 

HESS, HENRY, Hess Lumber Co., Inde- 


Young & Co., 


William Hoppe Lumber 


pendent Retail Lumbermens Assn., Pines 
Island, Minn. 


HESTWOOD, CHARLES W.—Retail Lum- 
berman, Kansas City, Mo. 

HOLMSTROM, J. T.—Skandia Coal & Lum- 
ber Co., Rockford, III. 

HOOD, ARTHUR 4A., 
man, Chicago, IIl. 

HOMSTAD, E. E.—Black River Falls Lum- 
ber & Merce. Assn., Black River Falls, Wis. 

HORN, JOHN M.—The John M. Horn 
Lumber Co., Hamilton, Ohio 

HORTON, I. E.—So. City Lumber Co., So. 
San Francisco, Calif. 

HOWARD, WALT.—Montana Retail Lum- 
bermens Assn., Missoula, Mont 

HUBBELL, C. T.—C. T. Hubbell Lumber 
Corp., Albany, N. Y. 

HUDDLESTON, A. J.—Lakeside Lumber 
Co., Oswego, Ore. 

HUFF, W. H.—Huff & Son, Decatur, III. 

IGOU, F. J.—Central Florida Lumber & 
Supply Co., Orlando, Fla. 


American Lumber- 


IRVING, C. E.—Western Lumber Co., San 
Diego, Calif. 


JAEGER, ADOLPH W.—Jaeger Coal & 
Supply Co., Union, N. 

JOHNSON, ALLEN $.—Smith Lumber Co., 
Albany, Ga. 

JOHNSON, LARRY—Johnson-Burt Lumber 
Co., Wausau, Wis. 

JONES, HENRY H.—The Arkmo Lumber 
Co., Little Rock, Ark. 

JONES, ROBERT—Middle Atlantic Lum- 
bermens Assn., Philadelphia, Pa. 


KAPLAN, SOL R.—Anchor Lumber Corp., 
Brooklyn, N. Y. 

KEMPER, CHARLES H.—Kemper Lum- 
ber Co., Troy, Mo. 

KENNEDY, W. B. JR.—T. H. Rodgers 
Lumber Co., Oklahoma City, Okla. 


KENT, EVERETT S.—Kent Lumber & 
Coal Co., Bloomington, II. 
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KEYS, WARREN, Harrison County Lum. 
ber Co., Marshall, Tex. 


KIMBELL, R. G.—National Lumber Many. 
facturers Assn.., Washington, D. C. 


KING, GEORGE B.—King Lumber & Sup. 
ply Co., Tidioute, Pa. 

KIRK, J. H.—Kirk Lumber Co., Santa 
Maria, Calif. 


KLEINBROOK, E. J.—Redford Lumber (Co. 
Detroit, Mich. ; 


LAMPLAND, CHARLES—Lampland Lum. 
ber Co., St. Paul, Minn. 


LARSON, LENARD W.—Lumbermen’s Mu- 
tual Cas. Co., Chicago, IIl. 


LASHLEE, T. O.—Lashlee-Rich Lumber 
Co., Humboldt, Tenn. 


LATSHAW, RAY—Middle Atlantic Lumber- 
mens Assn., Philadelphia, Pa. 


LAVENGOOD, JOHN J.—Illinois Lumber 
& Material Dirs. Assn., Springfield, Ill. 


LEACH, PAUL HOWARD—Leach Brothers, 
Ine., Joliet, Il. 


LEMMONS, E. B., Mississippi Retail Lu 
ber Dealers Assn., Jackson, Miss. 


LEVY, SAM—Jacob Levy & Bros., Louis- 
ville, Ky. 

LYNN, C. G.—Puckett & Lynn Lumber Co., 
Haubstadt, Ind. 


McCARTHY, JOHN D.—lllinois Lbr. & 
Material Dirs. Assn., Springfield, Ill. 

McCORMICK, JOHN—McCormick Lumber 
Co., Lawrence, Ind. 

McCREA, R. F.—Lumber Dealers Assn. of 
Western Penna., Pittsburgh, Pa. 

McDERMOTT, H. P.—Wisconsin Retail 
Lumbermen’s Assn., Milwaukee, Wis. 

McNAIR, W. O.—MecNair Lumber & Supply 
Co., Macon, Ga. 

MORRIS, RAYMOND — Crawford - Morris 
Lumber Co., Mitchell, Ind. 

MALONE, WATSON III—Watson Malone 
& Sons, Philadelphia, Pa. 

MASON, DONN—Donn Mason Co., Liberty- 
ville, Ill. 

MASON, NORMAN P.—Wnm. P. Proctor Co., 
North Chelmsford, Mass. 

MEYER, R. A.—Dick Meyer Lumber Co.' 
Salem, Ore. 

MICHAELS, GUS R.—Arizona Retail Lum- 
ber & Bldrs. Supply Assn., Phoenix, Ariz. 

MILSTEAD, . B.—Burton Lumber Cor- 
poration, Houston, Tex. 

MITCHELL, E. GAYNELLE, MRS.—Jones 
& Green, Big Rapids, Mich. 

MITCHELL, HARRIS — Virginia Building 
Material Assn., Richmond, Va. 

MORIN, F. H.—Morin Brothers, Inc., Ful- 
ton, N. Y. 
MOORE, DONALD L.—Southern Building 
Supplys, Atlanta, Ga. 

MUNNERLYN, H. J.—H. J. Munnerlyn, 
Ine., Bennettsville, S. C. 


NAGLE, CARL W.—Indiana Lumber & 
Builders’ Supply Assn., Indianapolis, Ind. 

NORTZ, C. W.—Intermountain§ Lumber 
Dealers Assn., galt Lake City, Utah 

NOWELS, RUSSELL W.—Nowels Lumber 
& Coal Company, Rochester, Mich. 

NUTTLE, ELIAS W.—Nuttle Lumber & 
Coal Co., Denton, Md. 

NUZUM, RALPH E.—Nuzum Lumber Co., 
Viroqua, Wis. 


O’HARA, L. R.—Yorktown Ice & Storage 
Corp, Yorktown, Va. 

OLDHAM, W. B.—Oldham Lumber Co., 
Dallas, Tex. 

OLVER, U. N.—Olver & Wiggins Lumber 
Co., Amarillo, Tex. 

O’MALLEY, JAMES C.—The 0” Malley Lum- 
ber Company, Phoenix, Ariz. 

O’MALLEY, JOHN G. JR.—Mallco Hard- 
ware Distributors, Phoenix, Ariz. 

O’MALLEY, ROBERT E. JR.—Southwest- 
ern Sash and Door Co., Phoenix, Ariz. 


PANTZER, F. M.—Pantzer Lumber Com- 
pany, Sheboygan, Wis. 

PARSHALL, JACK W.—Building Supply 
News, Chicago, IIl. 

PATY, JOHN C.—Paty Lumber Company, 
Elizabethton, Tenn. 

A Y, J. I.—General Building Material, 
South Bend, Ind. 

PEACOCK, WALTER A.—Peacock Lumber 
Company, Port Huron, Mich. 

PEEK, C. W. JR.—Peek-Hightower Lum- 
ber & Supply Company, Cedartown, Ga. 

PERLMAN, JACK—Inksten Lumber & Sup- 
ply Co., Inksten, Mich. 

PETERS, F. LISLE—Louisiana Western 
Lumber Co., Inc., Lake Charles, La. 

POMEROY, J. F.—Lumber Merchants Assn. 
of No. Calif., San Francisco, Calif. 

POTTER, HOWARD—The Potter Lumber & 
Supply Company, Worthington, Ohio 


(continued on page 84) 
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GOLDBLATT MASON TOOLS 


QUICKER TURNOVER 
MORE PROFITS 
REPEAT CUSTOMERS 









Give YOU 





FINEST QUALITY 
Give Your Customers!-P GREATER VALUE 
LONGER WEAR 





PLASTERING 
TROWEL 


BRICKLAYERS’ AND 
STONE MASONS’ JOINTERS 





BRICK 
TROWEL 










Send TODAY for 


FREE 


ILLUSTRATED 
CATALOG 


Write for your 1952 copy of 
Goldblatt’s illustrated cata- 
log describing the largest 
and most complete line of 
masonry tools and supplies. 


ATTRACTIVE 
DEALER DISCOUNTS 


Goldblatt sells direct 
to dealers, is there- 
fore able to offer 
especially attractive 
dealer discounts. 


Goldblatt Tool. Company 


1924 Walnut Street 
KANSAS CITY 8, MISSOURI 








FIRST CHOICE OF THE TRADE FOR 65 YEARS 


BUILDING PropucTs MERCHANDISER 








Keep posted on 
your business 


“Attend diel 
C0 ENTIONSEXPOSITION 


“LAATIONAL ASSOCIATION 


by ‘2024 





FACTS FOR BUILDING MATERIAL DEALERS 


NAHB invites you to take part in another history 
making Convention-Exposition. Over 160 leading 
manufacturers will put on the biggest display of 
building products ever assembled. Here is your best 
opportunity to get the facts you want direct from your 
manufacturers. See new products, get the firsthand 
story on the material situation, stock up on fresh 
merchandising ideas! 

You'll be welcome, too, at the scores of convention 
activities devoted to timely subjects affecting your 
business. Let the nation’s top business and government 
experts give you complete, up-to-date facts on current 
building problems. 

Over 4,000 progressive dealers attended the last 
NAHB show. This one will be the biggest and best 
yet. Don’t miss it! 


REGISTER NOW! Save time and trouble—make 
your hotel reservation through NAHB today. Advance 
registration ($15 for men, $10 for women) must be 
sent with hotel reservation request. Confirmation and 
registration certificate will be sent to you at once. 
Make checks payable to National Association of Home 
Builders. Please show name, address, 
business classification and date of ar- 
rival for each person included in your 
request. Write today. 


NATIONAL ASSOCIATION OF HOME BUILDERS 


Convention & Exposition Headquarters 
111 W. Jackson Bivd., Chicago 4, Ill. 
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The Seven Stages of Sales Management | 


Both the creative and professional sales man- 
ager must be able to answer the 10 marketing questions. 





This is the second in a series of 
articles on the qualities of good sales 
manageship. 








4—SALES MANAGERS must graduate 
to the creative level to receive the 
master’s degree. 


IV. THE CREATIVE SALES 
MANAGER 


Creative sales management is 
anticipating the problems that 
lie ahead and planning and or- 
ganizing the strategies, tactics 
and procedures to cope with 
them. 

The creative sales manager is 
objective, inventive, resourceful 
and ingenious. He is concerned 
with the entire process of dis- 
tribution of his product. He 
knows that retailing is the es- 
sence of sales management, 
that no value is created unless 
the product or service is sold 
into ultimate consumption or 
use! He knows the importance 
of the last three feet his prod- 
uct moves. 

He sells with rather than to 
retailers. He knows the Thirty- 
Eight* things that a retail 
salesman must know in order to 
intelligently sell his product at 
the point of ultimate sale to the 
consumer. He knows the Twen- 


58 


ty-Two things* that a dealer 
must know in order to profit- 
ably and intelligently merchan- 
dise his product. And he knows 
the Forty things* that his field 
organization and _ wholesaler 
salesman must do to get the 
best cooperation from dealers. 


He is a coordinator, a cor- 
relator, and an integrator. The 
distribution process to him is 
a continuous flow from product 
design to ultimate consumption. 
The logistics of distribution en- 
gineering and consumption en- 
gineering are his meat. He 
believes in a closer integration 
of the production and distribu- 
tion processes. 


Creative sales management is 
having a plan in Drawer E for 
any sales emergency that may 
eventuate. It usually involves 
such planning and organization 
in three stages—current activi- 
ties, intermediate planning and 
long swing objectives. 

For example, the creative 
sales manager today has (1) a 
plan for sales production the 
balance of the year, (2) a plan 
for the balance of the mobiliza- 
tion and defense period, and 
(3) a plan for his company 
when defense stock piling has 
been completed and our enor- 
mously increased productive ca- 
pacity is available for civilian 
goods. 


Creative sales management is 
preparing the sales organiza- 
tion for creative selling when- 
ever and wherever the need 
arises. It is planning to over- 
come the reluctance and un- 
willingness to buy—to get peo- 
ple to buy things that haven’t 
occurred to them to buy—to 
whet appetites that aren’t hun- 
gry! 

The creative sales manager 
knows that creative manage- 
ment and creative selling are 
always grounded in creative 
thinking. He knows that mar- 
kets are minds and he is adept 
at imparting creative thinking 
processes to his salesmen and 
through them to their cus- 
tomers. 


*Supplied on request 
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Editor American Lumberman 





Faces 10 Marketing Questions 


The creative sales manager 
realistically faces and crea- 
tively answers these 10 basic 
marketing questions: 


1—Is everything practicable 
being done to make it easy and 
desirable for the consumer to 
use our products? 


2—Has high value at a profit- 
able selling price been built in- 
to our product? 


3—Is every practical creative 
step being taken to make the 
consumer conscious of his need 
and to make him want to buy 
our products? 

4—-Has every practical meas- 
ure been taken to make it easy 
for the consumer to buy our 
product? 

5—Is everything practicable 
being done to make the con- 
sumer salesman effective and 
creative at the point of retail 
sale? 

6—Has everything been done 
to make it desirable and prof- 
itable for the distributor to 
merchandise these products? 

7—Has every practical step 
been taken to make it easy and 
profitable for the erector or ap- 
plicator to install our prod- 
ucts? 

8—Is everything possible be- 
ing done to increase and expand 
profitable sales of our prod- 
ucts? 

9—Is everything practicable 
being done to eliminate wastes 
and reduce any unnecessary 
costs in the distributive proc- 
ess? 

10—Are constructive steps 
being taken to improve our 
company’s human relations in- 
ternally and externally? 

On this level of performance 
the sales manager has a full 
understanding of the power of 
advertising and sales promo- 
tion as creative selling arts and 
he makes full use of this 
creativity. 

Most importantly the crea- 
tive sales manager understands 
the subtleties of human motiva- 
tion. He knows that all prob- 
lems, social and political, as 
well as economic, are resolved 
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For more than 50 years Griffin Repth 
ne EES tg 
yf. hinges have heen known for their 
to ‘ : 
fine materials and workman- 
© ship. Griffin hinges are WISCONSIN KNIGHT Flush Doors—Made in 
‘ ; Detroit, World Center of Production Perfec- 
) part of a wide variety of light tion—are guaranteed for quality. 
builder’s hardware... Your door aa are not many yo the re user ms 
e. home or office owner) agrees the doors are satisfactory. € 
; know the user will be satisfied and pleased when you sell Wis- 
d quality produced by consin Knights. We know—because we make a good door, an 
1- ; * of: honest door; we know—because our rigid quality control insures 
3 Griffin 
hee x that we ship only the best; we know—from long experience 
le : if with pleased customers. We know—so we guarantee the Wis- 
1S 7 Every DOOR NEEDS THREE! consin Knight will do its job to everyone's satisfaction. 
ALL-WOOD CONSTRUCTION 





; Birch and Gum faces—Complete variety with 23 

Reis different styles and grades—With or without lights 
Ss ~T —Hollow, half-solid and full-solid cores! No sub- 
r stitute materials are used in the Wisconsin Knight's 


sturdy 7-ply, all-wood construction! 





















anufa ctunng C7 op any We invite distributors to inquire (Wis- 
-y consin Knights are sold only through 
l E R 1E + P ENNSY LVA N 1A established trade channels). We invite 
, THE B. S. Se SN retailers: to ask for the name of their 
45 Warren Street a 
New York 7, N.Y. : nearest distributor. 
x HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS _E. H. FARRAR 
4638 Nichols Parkway 917 St. Charles Avenue 6637 Golf Drive It costs nothing to investigate... 
Kansas City, Missouri Atlanta, Georgia Dallas 5, Texas all coll 1 
WILBUR H. DAVIS H. C, GLOVER CHARLES L. LEWIS Cc ollect, if you wish 
1639 W. Fargo Avenue 2611 Garrison Blvd. 1355 Market Street Phone: TExas 4-8008 
Chicago 26, Illinois Baltimore 16, Maryland San Francisco 3, Calif. 
7 GEORGE A. GREGG ROY L. ROGERS R. F. BEVERS 
17134-6 Wyoming Avenue 1620 Garfield Street 4524East 60th Street W H S os 0 N S Hl N F a U S a D 0 0 Q 
, ; Detroit 21, Michigan Denver 6, Colorado Seattle, Washington 
2 AUSTIN & EDDY INC. W. C. MEIBAUM & CO. L. G. FULLER, JR. . 
= 115 Broad Street 6954 Oleatha Avenue 644 Wellington Road Manufacturing Company 
Boston, Massachusetts St. Louis 9, Missouri Jackson 6, Mississippi 10101 Lyndon Avenue Detroit 21, Mich. 
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in human relations. And he 
knows the ABC’s of harmonious 
human relations. 

He knows the 40 basic moti- 
vations* in human nature and 
he creatively utilizes these in 
his sales management prac- 
tices. He knows that what cus- 
tomers really buy is satisfaction 
of the desires that motivate 
them. 

He teaches his salesmen the 
M.S.R.D. formula for success- 
ful selling: 

(M) Find the customer’s mo- 
tivations involved in the indi- 
vidual sale. 

(S) Translate the customer’s 
motivations into the satisfac- 
tions he will receive by buying. 

(R) Provide the reasons 
these benefits will accrue to the 
customer. 

(D) Demonstrate the satis- 
factions and benefits. 

Finally when he reaches the 
creative stage, the sales man- 
ager will handle competition 
creatively and_ resourcefully. 
He will get there first with the 
most and the best selling 
power; he will force competi- 
tion to compete at his own time 
and place when the advantages 
are his, instead of letting the 
competitor dictate competitive 
considerations; he always has 
something different and better 
to offer—a plus value that no 
competitor can duplicate; he 
has a doctor’s degree in sales 
management. 


But there is still another 


level to view in a complete look 
at the seven stages of sales 
management. 





5—RESEARCH is the sharpest tool of 
the professional sales manager. 


V. THE PROFESSIONAL 


A professional is one in 
whom superior performance is 
an ingrained habit. Here we 





*Supplied on request 


60 





have the ultimate maturity in 
sales management. Only he 
who has served a long appren- 
ticeship in actual selling, and 
then an interneship in the pre- 
vious four stages of sales man- 
agement, can aspire to this 
level. 

The professional is out to 
break existing records. He 
knows that the best perform- 
ance to date is not good enough. 
He is aware that every record 
in existence has been broken 
except the last one—and that 
it too, will be broken by him- 
self or some other professional. 
His joy is in finding the better 
way to do things. His motto is 
“Nothing has to be the way it is 
—everything can be improved.” 

The professional sales man- 
ager lives up to the best stand- 
ards of his vocation. He seeks 
constantly to establish even 
higher standards; he knows 
that profit proficiency and pro- 
fessionalism all have the same 
language root. Advanced man- 
agement techniques are habit- 
ual with him. 


Uses Research 


Research is his sharpest tool. 
He looks at the markets, meth- 
ods, media and machinery of 
distribution microscopically, 
telescopically, and stroboscopi- 
cally. 

His goal is to keep his com- 
pany ahead of the industry in 
sales and profit volume—to 
progress while others are ex- 
periencing recissions, and he 
achieves it. 

He is both detective and au- 
ditor. Periodically he gets on 
the back of his product and 
rides it into consumption. 


He observes what happens in 
each distributing area, in each 
step of the way between the 
factory doors and the ultimate 
use of the product in place— 
not one channel but all the 
channels the product takes. 


He applies the test of effi- 
ciency to both the physical 
movement and_ psychological 
movement (selling) of the 
product. “Is the action being 
taken necessary?” “Is it being 
done the easiest, quickest and 
best way?” 

He is extremely cost-con- 
scious. He knows the 92 wastes* 
in the distributive process and 
he is alert to those that are 
found in his province. He takes 





steps to eliminate or minimize 
them. 

He intensifies his study at the 
point of (retail) sale into fina] 
consumption or use, because 
this is at one and the same time 
the most important and weak- 
est spot in American selling. 

When he returns from his 
ride the professional sales man- © 
ager brings back to his head- 
quarters patterns of extra-suc- 
cessful performance at every 
level, by each class of per- 
former, in each type of market, 

The professional then en- 
deavors to multiply these suc- 
cess patterns throughout his 
market potential using all the 
tools at his command. This is 
the essence of Professional 
Sales Management. 

The professional believes in 
practice and study—study and 
practice. He is like Paderew- 
ski rehearsing six hours a day 
for 50 years. 


Gives Time to Management 
Problems 


He is a participator and a 
sharer. He contributes to clin- 
ics, conferences and conven- 
tions. A part of his time is 
available wherever there is a 
sales management problem 
within or without his industry. 
He is an omnivorous reader 
(and of course we hope he 
reads his trade journals) who 
is determined to keep abreast of 
the best in his profession. His 
pride is to keep well informed. 
He knows how to overhaul and 
tune up a distributive operation 
and he knows. the Thirty key 
factors* which must be re- 
viewed in such an undertaking. 
He is constantly seeking outside 
his industry for strategies and 
tactics which he can adapt to 
his own problem. He believes 
in the cross breeding of ideas. 

He is deeply concerned with 
the ethics of sales management. 
He is conscious of the need of 
better public relations in sell- 
ing. And he is constantly mak- 
ing new converts to a life of 
selling wherever he goes. He 
constantly strives for a univer- 
sal application of the best in 
current sales management. 

He now is in all truth pre- 
pared to be tapped for the two 
highest levels to which sales 
management can aspire. 


The final article in this series will 
appear in the December 15 issue. 
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. . is the most popular of softwoods. 
Fortunately, it is also most prolific. This 
superb lumber grows abundantly in the 
high Sierras of Northwestern Mexico, and 
is cut in eleven of our Western United 
States. The quality of our particular rough 


lumber from Mexico is exceptionally good, 
which accounts, in part, for the fine fin- 
ished lumber we are able to supply our 
customers from all over America. Multi- 
purpose Ponderosa Pine is ideal for panel- 
ling, moulding, boxes, cabinet work of all 
kinds; and for industrial, commercial and 
residential uses. Satisfied Madera cus- 
tomers come back month 
after month, year after year 
to this dependable source; 
where quality is always as 
good, or better, than repre- 
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THE MADERA 
ie COMPANY 
t 500 East 10th St. El Paso, Texas 
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e 
Facilities to Serve You ° 
: DRY KILNS—20 Tracks of Latest Moore De- Cw 
' sign. Capacity 1 million feet per 
| charge. e 
l DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 
DRY LOADING DOCK—-Can Load 19 Cars 
Under Roof. Assures you quick Mount Vernon Brand is unex- 
celled for quality — precision 


| Shipment Regardless of Weather. 


manufactured from select South- 
ern Hardwood stock in our own 
modern flooring plant. 


OAK 
. 


BEECH 
i : 


PECAN 







THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 


The Ralph i. 





Also kiln dried 
hardwoods. Mod- 
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E A pee t~ =e. 7" ern kiln dryin ond 
DUNT MIERNG es mill Tacit 
FLOORING 
Mills at Anderson & Canby, California Mobile River Saw mill Co., Inc. 
Sales Office: Anderson, California MT. VERNON, ALABAMA 
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KENNEDY FAMOUS FINNISH 
FLUSH DOORS 
ARE NATURAL SELLERS! 


Striking features of these fine birch 


doors make them winners every tim:>! 
Here are some of the qualities the 
judges rate as “tops”! 


ARCHITECTS choose them because 
their natural beauty fits virtually every 
design in modern building. 


CONTRACTORS choose them be- 
cause they're built with precision con- 
struction — won't warp — won't sag. 


Made with double lock blocks. 


HOME-OWNERS choose them for 
their light color and horizontal grain. 
Also because they're easy to install 
and the Fine Finnish Birch facing 
takes a beautiful finish . 
paint or stain! 


. * either 


Stock Kennedy Famous Finnish Flush 
Doors today—and win more sales for 
your business! 


Phone or write today for name 
of your nearest distributor. 


Phone Seattle SEneca 1880 
Teletype SE 550 
Cable Address FINNDOOR 


J. G. KENNEDY 


LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1— How does a successful 
Nebraska company find labor to 
build portable structures? 


2 — How do you know the 
right type of fire extinguisher 
for the fire involved? 


3— What name in the roller 
paint industry has a complete 
new set of merchandising aids 
available to dealers? 


4— What product, says the 
manufacturer, “swings in for 
easy cleaning?” 


5—Why doesn’t the fire chief 
need a hose? 


6— What product made in 
Texas takes its name from a 
famous breed of horse? 


7—How does a dealer ex- 
tend a “DO” or “DX” order to 
replace inventory? 


8— This must be an educa- 
tional product since “even the 
chickens know the difference,” 
claims the manufacturer. What 
is it? 

9—What product “looks, 
sounds and feels quality?” 


10— Who is the new presi- 
dent of the National Lumber 
Manufacturers Association? 


Answers on Page 84 











RED CEDAR CLOSET LINING 
Guananteed 
90% RED HEART 100% OIL CONTENT 


NATIONALLY ADVERTISED 


Brown's SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide. 
Cedar closets help sell 
homes—help rent 
apartments. 













” ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 
SEALED 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 
and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 


GEO. C. BROWN & CO., Inc. 


GREENSBORO, N. C. Established 1896 © 


Largest Manufacturers of 
Aromatic Red Cedar in the world 



















FOR 


7 DOOR & WALL 

y PANELS 
CORNICES 
CHAIR RAILS 
CLOSET SHELVES 


MANTELS, etc. 


BENDIX 


mouldings & 
ornaments 





fe 


in 
traditional & modern designs 
A wide selection of embossed 
and deeply-carved wood 
mouldings available for im- 
mediate delivery. Write for 
illustrated catalog. 


BENDIX MFG. CO. 


192 Lexington Ave. 
. New York 16, N. Y. 
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5 REASONS 


WHY MORE DEALERS ORDER 
FROM FIDDES-MOORE 


PLYWOOD—Complete stocks of all types 
and sizes—hardwood and fir—for in- 
terior and exterior use. 





LUMBER—Carload lots of Idaho White 
and Ponderosa Pine, Douglas Fir, West 
Coast Fir, Cedar, Spruce. 


DOORS—You can order from one door 
to a carload of doors when you deal with 
Fiddes-Moore—All types and sizes. 


SPECIALTIES—Fiddes-Moore stocks 
many outstanding, nationally-known 
building products for you—Baylaun prod- 
ucts—Abesto products—Armstrong 
products—P-V Hardboard—Panelyte 
plastic laminates—Mengel doors and 
plywood—and others! 


QUALITY EZ’) SERVICE 


Dealers rely on Fiddes-Moore for prompt attention, fast 
delivery and cooperative service on every order—large 
or small. You order with a guarantee of satisfaction! 
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FIDDES-MOORE & COMPANY 


CHICAGO, ILL. HAMMOND, IND. FORT WAYNE, IND, 
Daily News Bldg. 4950 State Line Ave. P.O. Box 839 
400 W. Madison St. SOuth Chicago 8-9223 (Chicago) Harrison 1285 
$Outh Chicago 8-9223 Russell 2350 (Hammond) 
TWX HAMD 1447 





@ Ponderosa Pine 
@ Sugar Pine 

@ Douglas Fir 

@ White Fir 





With completion of the new band mill, planing mill 
and dry kilns of our subsidiary, Southern Oregon 
Planing Mill Co. Inc., we’re in better position i. 
ever to serve buyers. 
Shipping over 5 million feet per month of Ws 
Ponderosa Pine, Sugar Pine, Douglas Fir & 
and White Fir. 


Consult us on your needs. 


ROGUE LUMBER SALES C0. 


P. O. Box 707, Medford, Oregon 
Phone: Central Point, Oregon 1091 
Exclusive Sales Agents for 


Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, Inc. 









Reputable Sales Representatives Throughout the Nation 
H. G. Dowson A. W. Lingaas 

















Buitpinc Propucts MERCHANDISER 




























‘TODAY’S HOMES 
demand GRANT 
SLIDING DOOR HARDWARE 


Check thete featisnes : 


Smooth, silent operation 





Nylon ball bearing carriers 

For all door sizes 

Meets low headroom requirements 
Simple installation 


Center Hung 





Three adjustments 


GRANT No. 16 HANGER 


For single stiding doors. 
Ball bearing action glides 
door open and shut. Silent 
operation — no metal to 
metal contact between 
moving parts. Simple to 
install — easy to operate. 
Load capacity: 50 Ibs. 





No. 17 HANGER 


For multiple sliding doors 
of all sizes. Same features 
as No. 16 Hanger. Three 
adjustments insure per- 
fect operation. Simple tc 
install. Load capacity: 
50 Ibs. 1 door. 








nieeatate! 


GRANT PULLEY & HARDWARE CO. 


ah - Whitestone rdbetinsnd chest od Y. } 
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YOUR PROFIT-MAKING FORUM 


Your name's on the package 

One of the nicest Christmas gifts any of us can 
receive is personal recognition from others. For most 
of us are so absorbed in day-to-day problems, that 
we have no real way of measuring our own efforts. 
No accurate way of knowing how fine our work 
really is. So this holiday season, your column is going 
to cite the kind of personal effort that deserves the 
highest recognition. Suggests that you clip out this 
page and use it as a barometer in guiding the work 
of various departments throughout the coming year. 


. best advertising 


A “ia tribute to all lumber dealers waging all- 
out war against the real enemy of building and 
modernization—public fear of investing and getting 
tied up in major financial commitments at this time. 
No single job is more important if people are to con- 
tinue buying in 1952. 

The finest advertising any dealer can run today and 
for many months to come is the kind that is designed 
to overcome personal discouragement and defeatist 
thinking. Use ads that strengthen and restore public 
confidence in three ways. (1) By representing strong 
reasons why this is a safe time to put savings and 
monthly payments into plans for a better home. (2) 
By telling the public clearly which jobs can still be 
safely undertaken. (3) By stating specifically how 
little each job costs per month, wherever possible. 

Wisest and shrewdest of all dealers are those who 
constantly include examples like these in each ad: “$5.00 
a month insulates the average 5 room house.”—‘All 
materials for a garage complete with overhead doors 
for just $7.50 per month!”—“Enough paint and hand- 
some wallpaper to redecorate a 12x14 room, ONLY 
$.....” Concrete copy like this is not only deeply 
reassuring and encouraging ... it also makes it a 
lot easier for many more families to act. Because 
they know in advance where they stand, no longer 
fear they might “get into something” by coming in 
and asking for full information. 


best displays 

Warmest praises should go to all personnel respon- 
sible for the kind of displays which leave shoppers 
with one dominant impression, one strong idea rather 
than a multitude of fuzzy impressions which are 
rarely acted upon and soon forgotten. The most 
powerful displays, like the most powerful ads, are 
those in which all elements are highly unified to get 
across one central idea fast. 

When props and products compete with each other 
in interest, little is really seen, little remembered. 
Because neither the human mind nor the eye can 
focus sharply when confronted by a large choice of 
unrelated objects and conflicting appeals. The more 
you ~~ and sub-divide attention, the quicker you 
lose it! 

The most outstanding display people are those who 
practice unity, simplicity, coordination . . . always 
allowing objects to have breathing space around them 
to be seen and remembered. Never include any prop 
or product unless it heightens interest or increases 
attention to your dominant theme. 





by Norm Advertising, Inc. 
New York, N. Y. 
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best inside salesmanship 


The biggest blue ribbon goes to all counter personnel] 
who are quick and imaginative in anticipating cus- 
tomer requests—eager and generous in showing 
samples, offering helpful suggestions. Nothing creates 
a finer impression, brings customers back faster and 
more often. Just as nothing loses customers faster 
than sales clerks who are grudging and reluctant to 
show anything, making the customers do their think- 
ing for them. 

The same blue ribbon to all inside sales people who 
have the mental and manual dexterity to help several 
people at the same time when counters are crowded. 
And the imagination and kindness to do it. It takes 
a lot of intelligence to keep things running smoothly 
during a shortage of help, wins the warmest grati- 
tude and respect from good customers. 


. . « best outside salesmanship 


Best-in-Show is for all outside salesmen who are 
making an all-out effort to sell women on new homes 
and modernization. Besides doing 85% of all the retail 
buying in this country, women are the ones who care 
most about decorating, remodeling, space-and-labor- 
saving equipment and 24-hour comfort, because they’re 
the ones primarily concerned. 

Moreover, nobody has more influence on the chap 
who pays the bills—nobody knows more about his best 
moods and when to reach him—and nobody is in a 
better spot to keep selling him than his wife. The 
smartest salesmen today are those who not only make 
their biggest appeal to women, but show them how 
easily the job can be done from a man’s point of 
view. Wives who are fore-armed with accurate facts 
and figures can do a terrific selling job—help you 
close each sale a lot faster. 


best personnel policy 


A silver trophy to all management men, department 
heads and other executives who know that the finest 
customer relations only grow out of the finest human 
relations behind the scenes . . . who do everything 
possible to emphasize the importance of personal kind- 
ness, tact, warmth and friendliness as well as me- 
chanical efficiency. 

Where the greatest respect and recognition are 
shown for qualities of the mind and spirit, employes 
give gracious, willing service. When only routine busi- 
ness details are discussed, only routine, mechanical 
service is given, because personnel assume that is the 
thing you want the most, value the most. 


. . . best public relations policy 


A 21-gun salute to management men who take all 
employes into their confidence as much as possible, 
and continually explain by company bulletins and 
other ways how everyone can contribute to the finest : 
relations with the public. The most brilliant public 
relations policy is of little value if it is confined only 
to the top brass, never explained, and rarely discussed 
among the whole team. You can’t have teamwork 
without diagramming the signals and constantly re- 
minding people what they are. The more they under- 
stand, the more they’ll give. A grand New Year to 
all of you! 
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BEHIND THE MILLS — THE CONNOR TIMBER STANDS 


4% 


Maple and Birch Flooring 


in Cartons 
(or reqular lengths ia bundles) 


Something new in 
modern flooring 


* Gift of 
a Lifetime 
HANDMADE WOOD INLAY PICTURES 


Here is a natural for Christmas giving — Beautiful 
— Different — Permanent. Hand-crafted from un- 
usual native and foreign woods, these masterpieces 





M. F. M. A. SPECIFICATIONS 





Forest Products Since 1872 


are available in more than 28 scenes to beautify 
any setting. All are reasonably priced. C '@) N land '@) R 
See for yourself. Just send your nam d add 
yO TTRER coov of the LUMBER and LAND COMPANY 


on a penny postcard for your FREE copy of the 

















AETNA PLYWOOD & VENEER CO. 


1732 N. Elston Ave., Chicago 22, Ill. 
Telephone ARmitage 6-7100 
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PONDEROSA PINE 


TRADE ~ High Altitude, Soft Textured Growth 
ps 


Manufacturer and Distributor 





PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 














PROFITABLE FOR YOU 


and your customers, too! 





















= SISAL-REINFORCED 
SISALKRAFT . . . profitable to SELL, profitable to USE... , 
: ge : 4 PROTECTIVE PAPERS 
saves money, time and labor in its many protective uses in con- 
struction and on the farm. Preferred by contractors and farm- 


ers for its strength and dependable protection against weather. 


SISALATION .. . effective insulation and vapor-barrier com- 
bined . . . low in cost, economical to apply . . . a “best seller” 
all year ’round. 






FOR MANY CONSTRUCTION and FARM USES 





For free display posters, folders and sales aids, write Dept. AL-12. 














REFLECTIVE INSULATION 


BUILDING Propucts MERCHANDISER 


THE SISALKRAFT CO., 205 W. Wacker Dr., Chicago 6, Ill. 


New York 17, N. Y. e San Francisco 5, Calif. 
MANUFACTURERS OF SISALKRAFT, SISALATION, COPPER ARMORED SISALKRAFT 
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MERCHANDISING CLINIC 


Christmas Story for 
Lumber Dealers 


This is a short story with a long 
moral, although it took some little 
time for it to unfold under our inter- 
ested observation. It started with 
nothing and ended up with a profit- 
able deal for a lumber dealer who, 
incidentally, contributed not one whit 
to the making of the sale. As a 
matter of fact, the dealer was pretty 
much surprised about the whole 
thing. Moral? It all goes to show 
that good prospects often exist where 
you least expect to find them and 
that most sales have to be created 
even if the customer has to do much 
of the creating himself. 


... We have had so many 
years of effortless selling that 
we no longer look for prospects 
or recognize them when we see 
them. 


Starting From Scratch 


First let’s consider the case in 
point. Our statement that the whole 
transaction began with “nothing” 
doesn’t apply to the prospect since 
he happens to be the owner of an 
equity in an unpretentious home. By 
“nothing” we merely mean that said 
property owner, at the beginning of 
our story, had no idea he was going 
to end up by giving his wife the best 
Christmas present she had ever re- 
ceived—a tile floor in the kitchen of 
their little home. 


. . . Few products sell them- 
selves. There must be a suc- 
cession of powerful sales im- 
pulses somewhere along the 
way. 


There Are More Prospects 
Than You Think 


In this particular instance, the 
eventual owner of a mighty fine 
kitchen floor happened to be em- 
ployed in a building materials ware- 
house where one of his jobs was to 
ship out advertising and samples of 
various products. Floor tile hap- 
pened to be one of them, following 
a campaign by the manufacturers 
which brought in a flood of requests. 
Up to this time the customer-to-be 
had been only casually interested in 
floor coverings. He had observed 
that certain kinds looked better and 
were easier to keep clean than others 
in the offices where he had been em- 
ployed. Actually, he probably had 
never thought of them in connection 
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with his own needs until he began 
to handle the samples. Why were so 
many people interested in this par- 
ticular kind of tile? 


... One of the first steps in 
any sale is to arouse the curi- 
osity of the prospect. 


The Answer Is ""Why''? 


Once our potential prospect (al- 
though he didn’t know it at the time) 
began to wonder “Why” it wasn’t 
long before he started to read up on 
the subject . ..a headline now and 
then or a paragraph here and there. 
He was satisfying his curiosity. Then 
one day he and a fellow employe fell 
to talking about the product and he 
was able to describe it in consider- 
able detail. Their conclusions: “Costs 
a lot but looks like a mighty good 
thing if you can afford it.” 


... Step by step a sale un- 
folds. 


Taking Price Out 
of the Picture 


Quite naturally the next chapter 
in our little story pertains to the day 
when our budding young prospect 
sent out several packages of adver- 
tising headed “Why XYZ floor tile 
costs LESS.” That was the time he 
stuffed one of the folders in his pock- 
et and took it home to his wife. 
“Sounds good, but too rich for our 
blood,” was her only comment as she 
went about her work. 


. . . Advertising results seldom 
come to full bloom overnight. 


There Is Always a Big "If"! 


Several weeks had elapsed since 
floor tile had entered the subconscious 
mind of the man who kept on sending 
out samples and reading headlines 
on the ads. Still he had not regard- 
ed himself as a prospect. His wife 
had dismissed the subject as quickly 
and with the same degree of finality 
as if he had mentioned a Cadillac. 
“Wonderful!” she said. “Who wouldn’t 
like a kitchen floor like that ... IF 
he could afford it.” 


. . . The good salesman figures 
out a way to overcome the “ifs” 
as they pop up. 


The Brush-Off — 


The first lumber dealer was busy 
when our prospective customer 
dropped in to ask him about floor tile 
and how much it would cost. Ob- 


viously floor tile was something more 
or less new to the dealer, but he 
finally located a sample. He wasn’t 
sure about the price but would look 
it up. Could the prospect drop back 
later? 


... There is many a slip be- 
tween a nibble and a signed 
order. 


"Help Wanted"... 
and Found 


A few days later one of the men 
in the warehouse said he could lay 
floor tile. “Come up to my house 
and I’ll show you the slickest kitchen 
floor you ever saw,” he said as our 
be-it-ever-so-humble homeowner won- 
dered how to go about it to get such 
a floor put in place. By this time he 
had handled so many samples and 
had read so many advertisements he 
was thoroughly sold. Someone had 
suggested a cheaper tile. Why did 
he need the highest priced product 
in his modest home? The prospect 
had all the answers. Only the best 
would do. He knew his tile! 


. . . Good advertising clears the 
way... . Efficient salesmanship 
gets the order. 


Name on the Dotted Line 


Finally the central figure in our 
story did an unusual thing. One day 
he spotted a package of samples that 
was addressed to a lumber dealer not 
far from where he lived. Instead of 
dropping them in the mail, he decided 
to deliver them. The dealer was sur- 
prised and pleased . especially 
when he heard a first-rate sales story 
from a prospective customer. 

It didn’t take long to write up the 
order since the customer knew how 
many pieces it would take and the 
pattern he wanted. “Friend of mine 
and I are going to-lay the floor next 
weekend,” he said. “My wife is going 
to be visiting her folks then. When 
she gets back she’ll have a new 
kitchen floor . . . her Christmas pres- 
ent. In the meantime, I’ve arranged 
to get the money at the bank to make 
it a cash deal for you. I'll pay the 
bank back by the month.” 

Which is how one of the least pre- 
tentious homes in the city came to 
have a kitchen floor as good as money 
can buy. Question is how many other 
similar Christmas presents would be 
sold in the same city (or anywhere 
else for that matter) if the various 
elements in the story could be devel- 
oped into a _ well-coordinated sales 
program with plenty of steam and 
enthusiasm behind it. : 
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WHAT’S NEW 


Products .... Sales Aids .... Literature 





Thomas Merchandising Aids 


Keeping pace with the rapid 
strides the roller-painter industry 


is making, “one of its pioneers, 
Thomas Products Company, has 
brought out the most complete new 
set of merchandising and promo- 
tional aids now available for deal- 
ers. The outstanding ‘point-of-sale 
display package pictured above, is 
lithographed in six-color effect. It 
consists of a self-service floor dis- 
play merchandiser, five unique paint 
can “toppers” and three eye-catch- 
ing girl cutouts. New Thomas sales 
aids also include a three-color pro- 


motional folder designed for use 
as counter literature and envelope 
inserts. This folder sells the ease, 
speed and excellent results of roller- 
painting. Entirely new are Thomas 
ad mats which allow ample space 
for the dealer to tie in his favorite 
brand of paint with Thomas rollers. 
Assorted small cuts are available 
for use in any size newspaper ad 
dealers may run. Write Thomas 
Products Company, Dept. AL, 8490 
Lyndon Av., Detroit 21, Mich. 





New Label for Miracle Cement 


A new note in effective package 
design has been achieved by Miracle 
Adhesives Corporation with the in- 
troduction of a striking label for 


Miracle Ceramic Tile Cement. The 
need of a new label design was 
caused by basic improvements in 
the Ceramic Tile Cement formula, 
and increasing recognition of the 
product as a specialty adhesive de- 
signed solely for tile setting. The 
label is composed entirely of a 
dramatic new trademark. Easy-to- 
read “newspaper headlines” boldly 
show up description of the con- 
tents and other pertinent informa- 
tion. Spot illustrations, one on 
either side of the printed name, 
illustrate a different use for Miracle 
Ceramic Tile Cement and the best 
method of application for each. The 
entire label is set against a striking 
background design consisting of 
angular M’s over A’s, the new 
trademark. The base of the label 
is bordered by repetition of Mira- 
cle’s slogan of “Construction by 
Adhesion.” Write Miracle Adhe- 
sives Corporation, Dept. AL, 214 
East 53rd St., New York 22, N. Y. 


Suntan Blend 


A new coloring—Suntan Blend, 
an assortment of several rich wood- 
like shadings—is now being used 
on Armstrong’s Temlok Plank, 
according to an announcement by 
James V. Jones, manager of the 
Armstrong Cork Company’s Lum- 
ber Dealer Products Department. 
Each package of Temlok Plank con- 















to make it adaptable to all types of archi- 

tecture. It's accurately and smoothly ma- 

chined. It's packaged for easy handling 
and inventory. Keeps it always bright 
and clean. 


Investigate today. Discover how 
Trim-Kit can help your profit pic- 
ture as well as your customers! 









MADE OF CLEAR, PONDEROSA PINE 
SAVES TIME — KEEPS STOCKS CLEAN! 


Trim-Kit is the latest development in window 
and door trim. It is architecturally designed 


in Western Softwoods. 


Firpine's Products In- 
clude: inside door jambs, 
standard lineal mouldings, 
cut-stock, furniture dimension, 
and other special items plus whole- 
sale service in practically everything 


Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 


@ REDUCES 
COST 


@ ELIMINATES 
WASTE 


Contact your 
jobber. Trim- 

it is sold 
through recog- 
nized jobbers 
only. 





BuILpING Propucts MERCHANDISER 
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ADVANTAGES 
THAT SELL 


VENTO 











BOTTOM 
A VENTILATION 
REMOVABLE 
SASH 


© Adjustable Ventilation 


Effortless operation gives any 
of three openings, or remov- 
able sash. 


© Weathertight Construction 
Double contact with leak- 
proof watershed sill stops 
wind and rain. 


@ Maximum Strength and Rigidity 
Sturdy 14 gauge frame, elec- 
trically welded throughout. 
Fins welded to jambs for easy 
installation in block or poured 
concrete walls. 


Also casement, utility and barn win- 
dows, Vento steel lintels for cost- 
saving block construction. Write for 
full information. 


VENTO S122! Product 


249 COLORADO AVE. * BUFFALO 15, N.Y. 








tains the full range of Suntan 
Blend wood-like tones. Temlok 
Plank is made in three widths, 8”, 
12”, and 16”, and all three may be 
used together in a decorative 
scheme for a random effect. Tem- 
lok Plank in the new coloring has 
the Lok-Bevel Joint which makes 
for fast installation and hides the 
nails. Write Armstrong Cork Com- 
pany, Dept. AL, 4711 Lincoln St., 
Lancaster, Pa. 
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New Spred Satin Colors 


A simple, exact system enabling 
the homeowner to select and mix 
any of 150 different colors of latex 
emulsion interior paint has been 
announced by the Glidden Com- 
pany. Called the Spred Satin 
Dramatone Color System, the new 
method was developed in conjunc- 
tion with Glidden’s new Spred 
Satin Deep Colors. Mixing is sim- 
ple, since the formulas specify only 
standard container amounts, from 
quarter-pints to gallons, and pro- 
duce uniform units of quarts or 
gallons. The formulas, in addition 
to producing the exact colors shown 
on the chart, eliminate waste and 
the use of pigments in tubes, mak- 
ing possible new economies for the 
homeowner, decorator or painting 
contractor. The eight new basic 
Spred Satin Deep Colors are cardi- 
nal red, sunglow yellow, emerald 
green, majestic blue, maroon, sienna 
red, umber brown and charcoal 
black. They may be used alone or 
intermixed in the Dramatone form- 
ulas. Write the Glidden Company, 
Dept. AL, 11001 Madison Ave., 
Cleveland 2, Ohio. 


Coated Roofing 


The United States Patent Office 
recently granted patent number 
2,552,947 on a “Coated Roofing” to 
G. A. Fasold and H. W. Greider, 
announced J. W. Humphrey, presi- 
dent of The Philip Carey Mfg. 
Company to which company the 
patent has been assigned. A mix- 
ture of bitumen, the coating is a 
filler of lime dust or slate flour, and 
another filler of an organic material 
such as cotton fibers, sawdust or 
the like. When applied to the usual 
impregnated felt-base sheets and 
covered with slate granules for 
weather exposure, it is said to 


afford a roofing composition com- 
parable in its fire-resistant proper- 
ties to the more expensive tile and 
asbestos-cement stocks. This new 
roofing may be packaged in sheet 
form or cut into shingles and tiles, 
Write The Philip Carey Mfg. Com- 
pany, Dept. AL, Cincinnati 15, 
Ohio. 


Plastic Wall Tile 


Peerless Plastics, recognized for 
many years as a top producer of 
custom-molded products, has en- 
tered the field. of plastic wall tile 
as a manufacturer. A concentrated 
selling program to educate the 
public on the merits of ‘plastic tile 
and gain consumer acceptance will 
soon be initiated by this company. 
As producers of plastic wall tile, 
Peerless Plastics has spent many 
months on every feature of engi- 
neering, styling and production 
through constant, intensive re- 
search and testing. This program 
of product testing is designed to 
make certain that Peertile meets 
exacting standards of accuracy, 
color fastness and resistance to 
wear. Nationwide distribution is 
planned for Peertile. Qualified dis- 
tributors will be appointed in all 
important cities. For detailed in- 
formation write Peerless Plastics, 
Dept. AL, 8490 Warner Drive, 
Culver City, Calif. 
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Improved Bilt-Well Products 


The two leading products in 
the Bilt-Well Line have been re- 
designed. 

The latest Bilt-Well Superior 
Window Unit consists of an adjust- 
able blind stop and a_ reducible 
jamb which makes it adaptable to 
all popular wall thicknesses. This 
is a completely weatherstripped 
unit, prefitted sash furnished to the 
jobbers as a K.D. bundled frame 
and set-up and glazed sash. The 
improved Superior Window frame 
will have four balances on all units. 
A recent announcement sent out 
by the manufacturer reads: “Now 
Superior Window Units fit %2” and 
34” dry wall on the inside and 14” 
and 25/32” sheathing on the out- 
side.” 

The latest Bilt-Well Cabinet Line 
is now divided into two classi- 
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eal 
com- fications . . . Bilt-Well Nu-Style QUICK - ECONOMICAL + COMPACT < SAFE - NEAT 
per- Kitchen Cabinets and_ Bilt-Well | 
and Multiple-Use Cabinets. The latest 
new is designed for all rooms of the 
heet home to be used for storage, ward- 
‘iles, robes and linen cabinets. Both new 
0M- lines will be furnished in a semi- 
15 assembled form, carton packed. A 
They can be finished in any color uu 
on the job or stained and varnished. ALLETIZED 
Write Carr, Adams & Collier Co., FLOORING 
Dept. AL, Dubuque, Iowa. 
for 
’ of 
en- Mee 
tile § “é 5 
ited & , = 
the = 
tile F 
will Neat, uniform HARCO Palletized 
ie Units permit orderly handling and orderly 
a storage’. . . make “‘good housekeeping” easy and 
o economical in warehouse or yard. These modern 
ion units offer a real opportunity for profitable sales 
= 2 promotion and merchandising. Look better! Sell 
-_ oe . eerie | 
B Plan Book Display Table Each unit is made up of individual bundles, re: ses 
: : ; a oor- 
cy, Top and shelves of this table approximately 750 board feet of oo ems pence 
to are 34” laminated birch with a ing. Bundles run from 2 to7. Longer lengths, . , r 
Rae clear natural finish. The frame is meet average length requirements of certain grades are loade 
p plated steel tubing. This display in car with units. 
ha table | has plenty of leg room and HARCO Palletized Units give you all of these other practical 
comennes © Seen Sie Sar See Se i nd labor costs save storage space... 
cs, play with two shelves for storing advantages — cut time a : “e 
ve, extra books. Occupying 32-by-36” reduce loss from damage and pilferage. , 
of floor space, the table is nicely For increased sales — for increased profits — buy your oa 
adapted for showing various size flooring in HARCO Palletized Units. 
planning books as well as wallpaper 
books and portfolios. The manufac- 
turer makes a complete line of 
display fixtures and furniture. 
Write Warner Manufacturing Co., EE 
Dept. AL, 801 16th Ave. S.E., ——- ! LOOKS. 
Minneapolis 14, Minn. Sr: a ; 
: S EZ 
P x 
in 
e- 
- Ne 3 a 
a Pocket Bolt & Nut Gauge 
0 A new lightweight, “pocket 
is style” bolt and nut gauge has just 
d been announced. Made of hard, 
e wear-resisting Polystyrene plastic 
e in bright colors, the new tool will 
e gauge bolts and screws from No. 8 
Q through 34” diameter, nuts from @ Send today for new, illustrated 
. No. 8 through %” diameter. Bolts folder with detailed informa- 
it _ and nuts are gauged very quickly, : tion about HARCO Palletized 
the bolts by pushing them through Hieevine 
d the size holes and the nuts by drop- nee. 
r ping them on the “plugs” on the 
- top edge of the gauge. The plug oom e -W 
gauges tell not only the diameter | EACH WEG ILSON, INC. 
e of the nut but whether it is Coarse \ se pa., ¥ Ewe Ss 8 Es 
Thread (U.S.S.) or Fine Thread 
3 Buitpinc Propucts MERCHANDISER 69 














(S.A.E.). Accurate to .005” toler- 
ances, measuring only 714” overall, 
the new gauge promises to find 
many uses. Write Sorrell & Sons 
Co., Dept. AL, 295 Argyle Road, 
Rocky River 16, Ohio. 


New Weldwood Hardboard 


United States Plywood Corpora- 
tion recently announced its entry 
into the hardboard field as exclusive 
distributors for a new light-color, 
high strength water-repellent hard- 
board manufactured by Abitibi 
Power & Paper Company, Limited 
of Canada. S. W. Antoville, U. S. 
Plywood vice-president and director 
of sales, said the new Weldwood 
Hardboard is an aill-wood fibre 
made from controlled proportions 
of hard and soft woods, which are 
shredded by special machines and 
permanently fused’ under heat and 
tremendous pressure. It is made in 
sheets up to four-by-sixteen feet 
and in \%-inch, 3/16-inch and 4- 
inch thicknesses, he added. “In 
addition to the standard grade of 
hardboard,” Mr. Antoville said, 
unique tempered hardboard has 
been created, resulting in a board 
of greater strength; moisture-re- 
sistance and, therefore, suitable 
for outdoor applications.” Write 
United States Plywood Corpora- 
tion, Dept. AL, 55 W. 44th St., New 
York 18, N. Y. 














Casement Window Storm Sash 


Steelcraft, manufacturer of steel 
casement windows for many years, 
is now adding aluminum storm sash 
to its line. The sash can be used 
with any make of casement window, 
and is applied to the inside of the 
sash. It is reported that the sash 
will be in the lowest price bracket 
yet will compete in quality with 
any other storm sash. Steelcraft 
has developed a new design for this 
storm sash, and by producing it in 
mass production, considerable sav- 





of its kind in the industry! 
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The most complete publication 





METAL LATH 


and Plastering Accessories 


CATALOG and MANUAL 


Every Building Supply Dealer, 
Every Builder and Contractor 
should have a copy—and use it. 


We'll gladly mail your FREE copy on request. 


ener del Sales OF res 20 
Boston New York . Phil 
Seattle los Angeles 





PENN METAL Company, ne 


5 Eo Street New 


York 17,-N. ¥: 


District hile’ Office 
ladelphia icago 
San Francisco Dallas 
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ings can be passed on to the home. 
owner. The sash is made of glass 
with a slim and neat aluminum 
frame. An insulation strip is at- 
tached to the frame to provide com- 
plete insulation. Panels are installed 
on the inside of a casement with 
small “C” clips and take the place 
of screens. Write the Steelcraft 
Manufacturing Co., Dept. AL-1151, 
a Blue Ash Road, Rossmoyne, 
Ohio. 








Adjustable Cellar Post 


Tel-O-Post, the adjustable cellar 
post sold through lumber dealers 
and building supply dealers, can 
be easily installed by the home- 
owner himself. First the post is 
extended to the proper length, 
placed in position under the beam, 
jacked up, and secured. A big fac- 
tor in Tel-O-Post’s wide acceptance, 
the company believes, is the safety 
pin, an exclusive patented feature 
on Tel-O-Post. This pin transfers 
extra heavy loads to the heavy bot- 
tom member of the post, enabling 
it to support loads of 11 tons in 
perfect safety. Important sales ap- 
peal is that the homeowner can 
install the post himself. Write 
Brainard Steel Company, Dept. 
AL, Building Products Division, 
Warren, Ohio. 





New Steering Axle 


An Elliott-type steering axle, de- 
signed for improved operating effi- 
ciency, is a new feature on the 
Yardlift-60 Fork-Lift Truck, prod- 
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uct of the Clark Equipment Com- 
pany. Torsional rubber bushings 
are used at both pivot mount points 
to absorb shocks that otherwise 
would be transmitted to the frame, 
resulting in easier riding and steer- 
ing qualities. In addition, under- 
clearance is increased over that of 
the old-type axle. Added comfort, 
reduced operator fatigue and in- 
creased efficiency are said to result 
from use of the new axle. Write 
Clark Equipment Company, Dept. 
AL, Battle Creek, Mich. 








Leigh Shoe Rack 


Leigh shoe racks are the perfect 
answer to shoe storage. They keep 
the shoes off the floor and take up 
no room in the clothes closet. The 
racks are installed into the closet 
wall. They fit an opening 1414” 
wide by 361%” high; 334” depth 
gives flush installation—even with 
dry wall construction. A 114” mar- 
gin covers ragged edge of opening. 
The Leigh shoe rack is built of 
heavy gauge galvanized and bonder- 
ized steel, welded construction. It 
is finished in white baked enamel. 
Write Leigh Building Products Di- 
vision, Air Control Products, Inc., 
Dept. AL, Coopersville, Mich. 


Val-speed 

Val-speed is a new quick drying, 
synthetic type clear Floor and 
Wood Sealer manufactured and sold 
by Valentine & Company, Inc., 
makers of Valspar. Its quick-drying 
factor—one hour—is most impor- 
tant, particularly in schools, hotels, 
institutions or public buildings 
where rooms cannot be taken out 
of service for long periods. Val- 
speed may be recoated after three 
hours. The product is deep pene- 
trating, and anchors itself into the 
pores of the wood with tiny, spiral- 
like tentacles so it becomes part of 
the wood itself. This assures long 
life and resistance to the toughest 
traffic. Extremely pale in color, 
Val-speed is said to assure natural 
wood reproduction. Two-coat work 
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will produce a soft gloss finish, 
upon which paste or self-polishing 
wax may be applied after allowing 
overnight drying. Val-speed is re- 
sistant to the alkali in ordinary 
soaps and cleaning agents. It may 
be applied by brush, spray, mop, 
squeegee or cloth. It is highly 
recommended for gymnasiums, hos- 
pitals, hotels, or institutions—and 
it may be used on any interior 
natural wood surface where a nat- 
ural finish is desired, as well as on 
floors, for protection and beauty. 
For descriptive folder write Valen- 
tine & Company, Inc., Dept. AL, 
11 East 36th St., New York 16, 
N. Y. 





New Flush Door Assembly Press 

The Union Tool Corporation de- 
signed and is now in production on 
a new inexpensive flush door as- 









The Redwood you 
can count on.... 


CRA 









You can count on CRA Redwood 
for top performance on the job— 
for durability, stability and paint- 
ability. You can count on CRA 
Redwood for uniform quality—for 
accurate grading, uniform mill- 
ing, proper seasoning. And you 
can count on CRA Redwood for 
sure, profitable sales. That’s why 
it pays to feature only CRA Red- 
wood—the grade-marked, trade- 
marked Certified Dry Redwood, 
processed by the reputable mem- 


ber firms of the CALIFORNIA REDWOOD ASSOCIATION 


COASTAL PLYWOOD & TIMBER CO. * HAMMOND LUMBER CO. ¢ HOLMES EUREKA LUMBER CO. 
ARCATA REDWOOD CO. ¢ UNION LUMBER CO. © SIMPSON LOGGING CO. « THE PACIFIC LUMBER CO. 
WILLITS REDWOOD PRODUCTS CO. * NORTHERN REDWOOD LUMBER CO. * ROCKPORT REDWOOD CO. 
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PEN-GLAZE 
Elastic Glazing 


ECONOMICAL TO USE 
EASY TO APPLY 
LONG LASTING 


Type |—for Wood Sash 


























Type 2—for Metal Sash 


Pen-Glaze goes on easy and 
sticks tight...speeds sash work 
and saves on compound. 


FREE A Trial Sample! Ask for it on 


your company letterhead! 


W. S. McGUFFIE & Co. 


3400 THEURER CT., CLEVELAND 9, OHIO 
1109 WAGNER ST., HOUSTON, TEXAS 





raise efficiency 
lower costs 


CarryTongs are designed 
for convenient handling of many 
of the comparatively heavy, bulky 
items used in the building trades, 
such as tile flooring, shingles, cartons 
of hardware, etc. 

Simple, one-hand operation—just set 
CarryTongs over container and lift — 
jaws will release only when carton is 
set down. Eliminates back strain and 
other injuries common to lifting oper- 
ations — lift is made with knees bent. 
Heavily constructed, nothing to wear 
out. For containers to 102 inches. 

Mail coupon below for full infor- 
mation on this new efficient tool for 
the building trades. 

DO IT NOW! 


GIFFORD-WOOD CO., Hudson, N. Y. 


Please send information on CarryTongs. 
NAME 
COMPANY 
STREET, 


CITY STATE 


WHEN YOU THINK OF MATERIALS HANDLING 
@ezse ... THINK OF GIFFORD-WO0D 
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sembly press. This new Union 
press is made specifically to meet 
small production requirements in 
assembling veneer panels to hollow 
core frames. The top platen is 
pneumatically operated and _ pro- 
vides positive sustained pressure 
throughout the glue-setting period. 
The new press is available in di- 
mensions to meet your require- 
ments. Write The Union Tool Cor- 
poration, Dept. AL, Warsaw, Ind. 


Withholding Tax Chart 


A new and revised edition of the 
Delbridge Social Security and 
Withholding Tax Chart has just 
been published for use by payroll 
departments and accountants. It 
provides the deductions called for 
by the new Revenue Act of 1951. 
All computations in the new Del- 
bridge Chart are warranted accu- 
rate by Lloyd’s of London. An 
important improvement in the new- 
ly revised Delbridge Chart is that 
both withholding tax and _ social 
security deductions are shown on 
the seme line for each wage 
bracket so that both deductions may 
be recorded at once. This saves time 
and reduces the possibility of error. 

The Delbridge Social Security 
and Withholding. Tax Chart, which 
ran through three printings in 
1950, is published in four editions, 
for weekly, biweekly, semimonthly 
and monthly payrolls. All editions 
include a set of tables treating 
daily and miscellaneous period de- 
ductions. Write Delbridge Calcu- 
lating Systems, Inc., Dept. AL, 
2502-10 Sutton Ave., St. Louis 17, 
Mo. 








Underwater Pump 


The new Lancaster Underwater 
Pump and electric motor are de- 
signed to operate under water and 
can be set as deep as 800 ft. These 
pumping sets come in diameters as 
small as 4” and capacities as large 


as 2,000 gallons per minute. Motor 
sizes range from % HP to 250 HP, 
Lancaster Underwater Pumps do 
away with all the disadvantages of 
older types of pumps in delivering 
water from deep wells. They elim- 
inate rods, plungers, cylinders, and 
there are no long shafts or bear- 
ings. No priming is required and 
the cost of a pump house is elim. 
inated. These pumps cannot be dam- 
aged by frost, heat or dust. They 
are the easiest type of deep well 
pumps to install and require no 
attention after installation, inas- 
much as there is no seal in either 
the pump or motor part. Write 
Lancaster Pump and Manufactur- 
_ Co., Ine., Dept. AL, Lancaster, 
a. 





Vinylite Insulation 


Electrical insulating tubing and 
sleeving made of Vinylite resin 
plastisol and braided glass fibers 
provide sturdier insulation rayon- 
base insulations by allowing twist- 
ing and knotting without losing 
any of its electrical insulating 
properties, according to Bentley, 
Harris Manufacturing Company. 
The tubing and sleeving cut clean, 
leave no frayed ends, and: do not 
support combustion. Resistant to 
abrasion, moisture, oil, grease and 
most chemicals, the Vinylite resin- 
coated insulating material has been 
subjected to temperatures of 425 
to 450 degrees Fahrenheit for up 
to 15 minutes, of 220-230 degrees 
for 1,500 hours with practically no 
physical change or loss of dielec- 
tric strength. The tubing is avail- 
able in grades A-1 and B-1; the C-1 
and C-2 sleeving in sizes from No. 
24 to 5/8 inch. Colors are black, 
yellow, red, green, blue, grey, and 
brown. Survival of the insulation’s 
dielectric strength under extremely 
rough handling may permit manu- 
facturers to save money by sub- 
stituting a less expensive grade of 
the new material for previously 
specified insulation of extra-high 
dielectric strength. Write Bentley, 
Harris Manufacturing Co., Dept. 
AL, Conshohocken, Pa. 
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Inner-Seal Weatherstripping 


Specially packaged units of 
ready-cut lengths of heavy-duty 
Inner-Seal Garage Door Cushion 
are now being marketed for instal- 
lation on overhead garage doors. 
The manufacturer, Bridgeport Fab- 
rics, reports that Inner - Seal’s 
patented construction (live sponge- 
rubber bead molded to a woven 
spring-wire attaching strip) makes 
it seal tighter, stay livelier longer, 
save more fuel and install easier 
(because it’s more flexible). Its 
neoprene coating is designed to 
resist abrasion, heat, cold, damp- 
ness, dirt, moisture, grease and oil. 
Heavy-duty Inner-Seal is made 
ready-to-install on overhead garage 
doors to seal out cold, moisture, and 
dirt, as well as to conserve fuel 
for heated garages. According to 
Bridgeport, it also protects the 
door itself by cushioning shocks 
and jars in closing, and eliminates 
annoying slamming noises. Write 
Bridgeport Fabrics, Inc., Dept. AL, 
Bridgeport 1, Conn. 
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The New Weather-Flo 


Greater home comfort and fuel 
Savings are assured with the new 


Weather-Flo 
ing control. 
As outdoor temperatures drop, 


indoor-outdoor heat- 


the unit automatically 


increases 
the flow of heat from the heating 
system to compensate for the extra 
loss of heat by radiation to colder 
outer walls and windows. It like- 
wise decreases the heating flow as 
outdoor temperatures rise. “Cold 
periods”—- common to inside ther- 
mostat controls, especially with gas 
or oil heat, are overcome. All over- 
shooting and underheating are 
eliminated. Simple to install and 
adjust, the tamper-proof Weather- 
Flo control is designed for opera- 
tion with all fuels and with - all 
heating systems including radiant 
panel systems. Priced low for the 


single family residence, it is also 
ideally suited to multiple occupancy 
buildings. Write Automatic Devices 
Dept. AL, Western 


Co., Ine., 
Springs, Ill. 
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For Literature on Termites 


An attractive plywood rack for 
literature on termites is the new- 
est sales stimulant offered by E. L. 
Bruce Co. to lumber dealers par- 
ticipating in the Terminix Author- 
ized Representative Plan. The rack 
includes an arresting photograph 
of termite damage and informative 
literature on termites. It is de- 
signed for use in lumber dealers’ 
salesrooms. This is the way the 
plan works: The lumber dealer is 
an Authorized Representative of 
the nearest Terminix Licensee. He 
merely passes along leads on prop- 
erty to be inspected for termites. 
The dealer-representative makes no 
inspections and has no _ responsi- 
bilities in connection with the sale 
or treatment of a job. He offers the 
people in his community a highly 
reputable termite control service 
without investing in costly equip- 
ment—without taking credit risks. 
Write E. L. Bruce Co., Dept. AL, 








Memphis 1, Tenn. 
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New Termite Shield 


This is a new patented termite 
shield with an expanded metal 
edge that bonds to the beam with 
cement mortar making it an integ- 
ral part of the beam and a per- 
manent installation. It is impos- 
sible for a termite to ever crawl 
between the beam and the shield 
due to the shield pulling away from 
the beam. The corner miters come 
ready made, and the entire shield 
joins together with metal clips 
which eliminates the use of any 
solder, etc., as well as skilled labor 
to do the installation work. This 
shield is F.H.A. and V.A. approved. 
It should be a great boon to the 
builder. Write B. & R. Company, 
Dept. AL, P.O. Box 93, Plano, Tex. 
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CONSUMERS 


WATERPROOF 
TILE BOARD|— 


CEMENT 

























. © The quick, clean,easy way to put 
up tile board, any thickness — 
permanently! 





@ Never sets brittle...won't dry 
out and pull away. 


® Waterproof. Contains special 
rubber base. 


@ Economical. Covers 150 sq. ft. per 
gallon. 


® Available in quarts, gallons, 5 
gallons. 


Pn 
-ORDER FROM YOUR WHOLESALER - 


OR DIRECT FROM US ~ 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST ST. LOUIS 6, MO. 
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New Vermiculite-Sand 


Concrete 

A new vermiculite-sand concrete 
mix has been developed to answer 
the demands of engineers and 
architects for a semi-lightweight, 
strong floor concrete, it was an- 
nounced by the Zonolite Company. 
Materials for the new mix will be 
purchased separately by contractors 
and mixed on the job, according to 
the Zonolite firm. Because this con- 
crete mix weighs only about half as 
much as sand concrete, it will cut 
down the dead weight of multi- 
storied buildings. This, in turn, is 
expected to reduce structural steel 
requirements substantially, accord- 
ing to Zonolite. Intended for struc- 
tural floors, as a fill over structural 
floors, or for floors on the ground, 
the new concrete mix weighs ap- 
proximately 80 pounds per cubic 
foot. The mix recommended by the 
Zonolite Company consists of one 
cubic foot of cement, three cubic 
feet of stabilized vermiculite con- 
crete aggregate, and two cubic feet 
of sand. It is known as the 1:3:2 


mix. Write Zonolite Company, 
Dept. AL-101, 135 S. La Salle St., 
Chicago 3, II. 
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New Rubberized Paint 

Texolite Duraval, a new rub- 
berized paint manufactured by 
United States Gypsum Company, 
now makes an almost unlimited 
range of colors available through 
simple intermixes with standard 
units of measure. This new paint 
is also available in 12 standard and 
5 custom ready-mixed colors—all 
in popular pastel and dramatic deep 
tone shades.Texolite Duraval paint 
contains a controlled formula, com- 
bining a synthetic latex ingredient 
with special resin chemicals said 
to produce a velvet-like finish of re- 
markable durability. Texolite Dura- 
val requires no primers or sealers 
over most surfaces. It dries quickly 
and is easy to clean. Write United 
States Gypsum Company, Dept. 
300 W. Adams St., Chicago, 





Special Aluminum Paint 


The Illinois Bronze Powder Co. 
has announced the formulation of 
Hi-Temp, a new aluminum paint 
for withstanding extreme heat as 
high as 1200° F. Specially formu- 
lated of chemically-pure aluminum 
powders in a newly developed pat- 
ented vehicle, Hi-Temp insures 
lasting protection against peeling, 
discoloring, blistering and all other 
problems caused by extreme heat. 
No special surface preparation is 
needed, one coat covers by brush 
or spray, and it dries in 1 to 2 
hours. Hi-Temp is recommended 
for numerous home and industrial 
uses including furnace fronts, boil- 
ers, ovens, smoke stacks, engines, 
steam pipes, and etc. For bulletin 
write Illinois Bronze Powder Co., 
Dept. AL, 2023 S. Clark St., Chi- 
cago 6, Ill. 


Georgia-Pacific's GPX 


“Armor-hard” and “satin- 
smooth” would seem difficult to 
bring together in a single thought, 
but that’s just what Georgia-Pa- 
cific Plywood Company did. The 
problem facing Graham Rohrer, 
Georgia-Pacific director of adver- 
tising and public relations, and 
Fuller & Smith & Ross, the com- 
pany’s ad agency, was how to high- 
light both these qualities of GPX, 
the concern’s plastic-surfaced ply- 
wood. The solution: a trade char- 
acter who was both tough and 
smooth. Into a dress suit, complete 
with black tie, top hat, cane and 
fresh carnation, Rohrer and the 
agency artist poured a hulking 
bruiser. His sparring-mate’s nose, 
broad shoulders and massive hands 
suggested he would be a tough gent 
to tangle with. His elegant attire 
and suave manner, however, show 
him to be a smooth sort of fellow. 
Georgia-Pacific featured him in a 
mailing piece available to lumber 
dealers and jobbers for distribution 
to their customers, with this intro- 
duction: “Meet the toughest, 
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smoothest workman in the business 
_, . GPX plastic-faced plywood.” 
He pops up often in the flyer as 
the company explains the various 
grades of GPX and about a dozen 
of the widely different uses to which 
this versatile product can be put. 
Write Georgia-Pacific Plywood 
Company, Dept. AL, 602 N. Capital 
Way, Olympia, Wash. 


New White Ash Paneling 


A new “Character Marked” °%4” 
White Ash Paneling is manufac- 
tured from kiln dried No. 2 Com- 
mon firm-textured Ash. Permits 
all sound defects allowed in that 
grade. Center-matched and V- 
jointed on each edge and both faces, 
so either side can be used. Lengths 
3’ and longer. Face widths 314”, 
44”, 5144”, 644” and 7144”—heavy 
to 544”. For samples and prices, 
write Robert O. Foerster Lumber 
Co. Inc., Dept. AL, P. O. Box 
6012, Jacksonville, Fla. 


Nu Tone "Push-Lite" 


Everyone knows a penny doesn’t 
buy much today. That’s why it’s 
real news when a product hits the 
market costing only one penny a 
month to operate. The product is 
NuTone “Push-Lite,” the world’s 
only electrically lighted push-but- 
ton, introduced by NuTone, Inc. to 
provide a smart, practical button 
that dresses up doorways of old 
or new homes. Inside a weather- 
proofed Lucite case is a tiny elec- 
tric bulb that lights up the name 
of the home owner. And, according 
to NuTone’s president, J. Ralph 
Corbett, “NuTone ‘Push-Lite’ is 
lighted continuously 24 hours a 
day, 365 days a year, and yet uses 
only one cent of electricity a 
month.” This electrically lighted 
push-button is, packed in an attrac- 
tive cellophane covered package, six 
to a standard package. Literature 
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and a midget counter display are 
available. 
Dept. AL, Cincinnati 27, Ohio. 


Write NuTone, Inc., 


VDE 


S\IGWA LT 


LUWBERE COAL CO. 
VA-4-6652 


DES PLAIHES, iLL, 


Sisalkraft Decal Yrusiens 


A colorful Sisalkraft decalco- 
mania sign is now being furnished 
free to lumber and building ma- 
terial dealers. This decal is an oval, 
8” wide x 4” high, and can be 
placed on the inside or outside sur- 
face of your door or display win- 
dows, or on apaque surfaces such 
as your counter or walls, where it 
serves as a reminder to contractors 
coming into your store. This decal 
also is effective on the side or door 
of your trucks, as shown on this 
one of the Sigwalt Lumber and 
Coal Co., Des Plaines, IIl., who has 
been selling Sisalkraft Products for 
more than 25 years. Many thou- 
sands of these “silent salesmen” 
decals are now working for dealers. 
Write The Sisalkraft Co., Dept. AL, 
205 W. Wacker Drive, Chicago 6, 
Illinois. 
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Ceiling Ventilator 

This item, which appeared in 
October, is published here to show 
the ventilator in correct position. 
The new Model 1501 Trade-Wind 
Clipper ceiling ventilator for kitch- 
ens and all small rooms up to 1,000 
cu. ft., incorporates dual blower 
wheels and interchangeable hori- 
zontal and vertical discharge. Model 
1501 develops a certified 300 cfm 
using a 1/30 h.p. motor turning 
the twin 6” squirrel cage blower 
wheels at 1,450 rpm. This relatively 
slow speed permits unusually quiet 
air movement. Like other Trade- 
Wind models, the motor is com- 
pletely isolated from the greasy air 
stream. The unit is only 714” high, 
allowing easy installation with 8” 





MILLS—MILLWORK JOBBERS 


USE OF SECURITY, PRE-FIT 


Spied 


IN YOUR ASSEMBLY 


WILL SAVE TIME AND 
MATERIALS—INCREASE OUTPUT 


















CHECK RAIL 


Alternate SECURPLY 
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Alternate HEAD 





Alternate RAIL 














Alternate SILL 








Help Lower Building Costs 
with these Security Features 








Full Metal LiL 
Jambs with 
Built-in 
Sash Guides 
cs 
All Metal 
Rib Strips 
i] 
Easier—Faster 
to assemble 
e 
Better and 
Neater 
Fitting 
m 
Easier 
Operating 
& 
Lower 
Costs 
cs 
Greater» 
Dealer and 
Consumer 
Appeal 


Used with Stock Plank 
Frames and Stock Sash, Se- 
curity Sentinal Weather- 
Strips eliminate the need 
for costly top grade lum- 
ber and machining of 
frames. Investigate other 
features and savings. 


WRITE — WIRE — TELEPHONE 
MR. VAN FLEET FOR SPECIAL 
STRIPS and DISCOUNTS. 





385 Midland 





The SECURITY CO. 


Detroit 3, Mich. 
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joist spaces. It is 8%” wide and 
14” long. Write Trade-Wind Motor- 
fans, Inc., Dept. AL, 5725 S. Main 
St., Los Angeles 37, Calif. 





iste tune Wall lieuletion 


After extensive studies and tests 
conducted by the Structural Clay 


Products Research Foundation, 
Fiberglas pouring-type Cavity Wall 
Insulation was reported to be the 
only effective: insulation in this 
type of economical cavity wall con- 
struction. The new-type Fiberglas 
insulation is used in the SCR Insu- 
lated Cavity Wall because it was 
found to. have good thermal resist- 
ance, a low enough density to sup- 
port its own weight without set- 
tling, and for its ability to resist 
moisture. The new insulation, made 
of inorganic nodules of fibrous 
glass, resists rot, termites and fire. 


Handling of the material is easy 
and, because of the resulting sav- 
ing in labor time, the cost of the 
SCR wall is less than that of a 
cavity wall requiring furring and 
lathing. Brick and tile cavity wall 
construction has proved effective 
because the cavity helps prevent 
heat loss and moisture penetration. 
The use of pouring-type Fiberglas 
Cavity Wall Insulation is said to 
increase this effectiveness, especial- 
ly in areas where there is a need 
for more insulation than that pro- 
vided by the cavity wall air space 
alone. Write Owens-Corning Fiber- 
glas Corporation, Dept. 64-K-1, 
Toledo 1, Ohio. 


New "Crusader" Line 


Whiting - Adams Company, Inc., 
announces a new line of master 
painter brushes to be called “The 
Crusader.” An outstanding feature 
is the use of new “‘Dextron” bristles 
blended with natural Chinese hog 
bristles. Dextron is a material ex- 
clusively developed for paint brush 
manufacture. Brushes containing 
the new material, which is the re- 
sult of many years of scientific re- 
search, are said to have flexibility, 
paint holding and working qualities 
virtually identical with pure hog 
bristle brushes when blended with 
the natural product. The develop- 


ment of Dextron bristles represents 
an important advantage to the 
painting trade, since these bristles 
make possible the production of rea- 
sonably priced fine painters’ tools 
at a time when the government is 
compelling a percentage of substi- 
tute bristle. Blending Dextron bris- 
tles with pure hog bristles, it igs 
claimed, results in a better perform- 
ing, relatively lower priced brush 
than the usual bristle-and-horsehair 
mixture. The new Whiting-Adams 
Crusader line is distinguished by 
striking silver-and-blue handles and 
a trade-mark featuring a knight in 
armor. Write Whiting-Adams Com- 
pany, Inc., Dept. AL, 710 Harrison 
Ave., Boston 18, Mass. 


Shavings for Dog Bedding 


Aromatic Red Cedar shavings 
in bags for dog bedding, previously 
shipped only in small L. C. L. lots, 
is now available through wholesale 
lumber dealers in mixed cars with 
Aromatic Red Cedar closet lining 
and hardwood paneling. The prod- 
uct is produced from freshly sawn 
Aromatic Red Cedar, put up in 25 
lb. bags. It is nationally adver- 
tised in Field and Stream. Write 
Robert O. Foerster Lumber Co., 
Inc., Dept. AL, P. O. Box 6012, 
Jacksonville, Fla. 
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Established 1905 


HARD MAPLE 


From Western Ontario we offer for prompt 


5 Cars 4/4 +1 Com. & Btr. Hard Maple, A. D. 

3 Cars 4/4 +2 & 3 Com. Hard Maple, A. D. 

2 Cars 5/4 +1 Com. & Btr. Hard Maple, A. D. 

2 Cars 6/4 — 24/4 Selects & Btr. Hard Maple, A. D. 


THE ELGIE & JARVIS 
LUMBER COMPANY LIMITED 


67 Yonge Street, TORONTO 1, ONTARIO 
Phone EMpire 4-1497 








We can SELL it 
for YOU! 


Yes Sir, American Lumberman’s classified adver- 
tising section is devoted to your selling needs. We 
will list your business for sale, used equipment or 
help find a new man for you! Check the dozens of 
ads now appearing in this issue—we’ll do a good 
job as proved by the many repeat classified aever- 
tisers through the years. 


Don’t forget that American Lumberman reaches 
some 25,000 interested persons every other Satur- 
day in its nationwide distribution. Check the clas- 
sified pages for rates or send us your ad and we'll 
quote you our best rate. 














MAKE MONEY! 




















*'Well, Dear—here's our 
little LOVE NEST!" 





YOU CAN SAVE your ad- 
vertising dollars by using 
"Timber-r-r'' cartoons in your 
own newspaper ads. These 
cartoons were prepared 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 
copy suggestions. Write to 


LIL-AD FEATURES, 


RFD 3, Santa Ana, Calif. 
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DIAMOND 


HARD 
FLOORING 





Whether used in new construction or remodeling, Diamond 
Hard Maple Flooring always delivers maximum satisfaction. 
Consult us on your needs. Ist Grade, 2nd Grade, 3rd Grade, 
¥4"'—5p'"'—25/32"" and 33/32" thicknesses—I!/."—2"" —2/,""—3'/,"" 
—3%"' and 3'/."" faces. 


J. W. Wells Lumber Co. 
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@ Known for 
Quality from 
Maine to 
California 


ETS 


Menominee, Michigan 
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SEND FOR THESE: 


F. E. Schundler & Company, Inc. 
has available a new catalog packed 
with helpful information and specifi- 
cations covering plaster, acoustical 
and concrete application. It is very 
suitable as a guide for architects, 
heating engineers, contractors, build- 
ers and dealers. For copies write 
F. E. Schundler & Co., Inc., Dept. AL, 
Joliet, Ill., or Long Island City, N. Y. 


Wheel-Ezy hand trucks are covered 
in a 2-color bulletin with complete 
descriptions, specifications, and prices. 
Photos and full details on four models 
and four wheel types allow selection 
of the right Wheel-Ezy to move loads 
weighing up to 500 pounds. 

The bulletin also has drawings 
showing the wide variety of materials 
that can be handled on these two- 
wheeled trucks. For free copies of 
this new literature write The Rapids- 
Standard Company, Inc., Dept. AL, 
342 Rapistan Building, Grand Rapids 
2, Mich. Ask for Form WEL-51. 


It is important that everyone should 
know how to use an extinguisher and 
equally important that he know the 
right type of extinguisher for the 
class of fire involved. A new 32-page 
booklet gives this information in de- 
tail. Single copies are being offered 
free to those who are interested in 
being fully informed. Write Ameri- 
can-LaFrance-Foamite Corporation, 
Dept. AL, Elmira, N. Y. 


“The Facts About Prefinished Wall- 
panels” is the title of a new, pocket- 
size, 8-page booklet just issued by 
the Prefinished Wallpanel Council, 
the national association of the in- 
dustry. The booklet is designed to 
answer briefly a number of questions 
most frequently asked about this 
permanent, smooth-surfaced, colorful 
covering for walls and ceilings—what 
prefinished wallpanels are, how they 
are used, why they are winning pref- 
erence as a wall-and-ceiling surfacing 
material, when this material is used, 
and where it may be obtained. Copies 
of this factual folder are available 
on request. Write to the Prefinished 
Wallpanel Council, Dept. AL, Keith 
Building, Cleveland 15, Ohio. 


Copyflex Model 20 is a machine just 
being introduced to American business 
for low-cost copying. This new model 
does away with costly hours of manual 
recopying and redrawings, also saves 
the time wasted in waiting for “out- 
side” copying. The machine copies 
practically anything that is drawn, 
written, typed or printed on translu- 
cent paper. No negatives or stencils 
are used. For descriptive bulletin 
write Charles Bruning Company, Inc., 


Dept. AL, 100 Reade St., New York 
13, N. Y 


“How to reduce your maintenance 
painting costs” is the title of a new 
manual describing Staize-Clene, the 
new dirt-repelling product. The 
manual indicates that interior sur- 
faces painted with Staize-Clene enam- 
els will stay clean over a much longer 
period of time, therefore walls and 
ceilings need not be washed or painted 
as often. Lipstick, ink, grease, mer- 
curochrome and other bad staining 


BuiILpING Propucts MERCHANDISER 


agents are reported to wash off with- 
out leaving a single trace of stain. 
Staize-Clene is made in non-yellowing 
high-hiding white and eye rest colors 
in flat enamel, semi gloss and high 
gloss enamels. It can also be tinted 
to many other colors by adding colors 
in oil. For copy of the free manual 
write Enterprise Paint Manufacturing 
Company, Dept. AL, 2845 South Ash- 
land Ave., Chicago, Ill. 


A Builder Edition of Youngstown 
Kitchens MERCHANDISER, monthly 
sales magazine, is now being published 
by Mullins Manufacturing Corpora- 
tion. This edition is especially for 
home builders and architects who are 
users or potential users of Youngs- 
town Kitchens equipment, and for 
building supply dealers who handle 


the line. A plumber edition has also 
been added to the regular dealer edi- 
tion which has been published since 
1941. Expansion of the magazine’s 
coverage began with the November 
issue. Write Mullins Manufacturing 
Corporation, Dept. AL, Warren, Ohio. 


An assortment of electric appli- 
ances—all still available for Christmas 
selling, are listed in pamphlet A- 
51447. Write Westinghouse Electric 
Corporation, Dept. AL, 306 Fourth 
Ave., Pittsburgh 30, Pa. 


A free, illustrated booklet is avail- 
able on how to use shellac to brighten 
up wood in the home. Write the 
Shellac Information Bureau, Dept. 
AL, 65 Pine St., New York 5, N. Y. 


























AIRD FLAVELLE 
PRESIDENT 


W. GUY FLAVELLE 
VICE-PRESIDENT 


W. E. FLAVELLE 
TREASURER 


DON JOHNSTON 
MANAGER 





FLAVELLE GEDAR LIMITED 


SUCCESSORS TO THURSTON-FLAVELLE LIMITED 


Manufacturers of 


B.C. Red Cedar Lumber 
and Shingles 


PORT MOODY, B.C., Canada 
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NAMES IN THE NEWS 








RUDIGER-LANG EXPANDS FACILITIES 


As the result of an expansion pro- 
gram recently completed, the Ber- 
keley, Calif. plant of Rudiger-Lang 
Co. has increased its facilities for the 
manufacture of Tension-tite and Roll- 
Away-window screens by one-third, 
according to R. J. Rudiger, president. 


At the same time the engineering 
and sales departments at the main 
office were nearly doubled in size, and 
other offices were remodeled and re- 
decorated. 

The firm’s eastern plant is located 
in Toccoa, Ga. 





Speedways Conveyor Firm 
Opens Toronto Office 


Speedways Conveyors (Canada) 
Ltd. announces the opening of new 
general offices in Toronto, Ontario, 
Canada, at 2908 W. Bloor St. The 
conveyor firm was formerly located in 
Winnipeg. 

W. W. Ruppel, director of sales, will 
continue to handle distribution of the 
firm’s complete line of gravity wheel 
and roller conveyors, portable and 
permanent power belt conveyors, sold 
to general industry, wholesale and re- 
tail establishments. 

Speedways Conveyors in Canada 
are manufactured in Straford, On- 
tario. A new plant is being con- 
structed to help accommodate in- 
creased production. 


Zonolite Acquires Building 
For Research Laboratory 


A comprehensive program of basic 
and applied research in vermiculite 
and vermiculite products will be car- 
ried on in a new laboratory to be in- 
stalled in a building recently acquired 
by the Zonolite Company, Chicago. 
This was announced November 1 by 
Dr. George E. Ziegler, research direc- 
tor for the firm. 

The building, at 1827 Benson St., 
Evanston, IIl., contains 8,000 square 
feet of floor space and is well suited 
taal operations, Dr. Ziegler 
said. 

The Zonolite Company, world’s larg- 
est producer of vermiculite, a mica- 
like mineral, will investigate the basic 
nature of the material, will study the 
finished products now being produced, 
and will seek new uses for the min- 
eral. Vermiculite is used as a light- 
weight concrete and plaster aggre- 
gate, as loose fill insulation, as a 
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packing material, and as a soil con- 
ditioner. 

Dr. Ziegler will direct the work of 
the new laboratory and will coordinate 
test and research projects now in 
progress for the company at other 
laboratories. 


New Campaign to Promote 
Elmer's Glue-All 


A new advertising campaign has 
been launched by The Borden Com- 
pany’s Chemical Division to promote 
its Elmer’s Glue-All, an all-purpose 
household glue formerly called Cas- 
corez A heavy schedule of full-page, 
two-color insertions will run in build- 
ing-supply, hardware and paint maga- 
zines, while fractional black and white 
ads will appear in three consumer and 
three school publications. Direct mail 
to wholesalers and retailers in the 
trade fields is also being used. 

The most frequent insertions, ac- 
cording to the product’s sales man- 
ager, Robert C. Hamblen, will inform 
dealers and consumers that although 
Elmer’s Glue-All has been in short 
supply, it now is available in quantity; 
and to get across the change in 
name. 

Advertisements in trade magazines 
show a picture of the glue in a counter 
display and point out that the product 
is sold in 2-0z., 4-oz. and pint sizes. 
The theme is: “Elmer’s Glue-All fea- 
tures extra uses for extra sales.” All 
ads include an order blank. Consumer 
ads are in a humorous vein. 

The product is supplied in counter 
displays which hold six 4-oz. jars or 
12 2-oz. jars. A four-page booklet 
explaining the uses of Elmer’s Glue- 
All has been prepared for distribution 
to the trade and consumers. Write 
The Borden Company’s Chemical Di- 
vision, 350 Madison Ave., New York 
17, N. Y. 
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Georgia-Pacific Acquires 
C. D. Johnson Lumber Corp. 


Arrangements have been made for 
the acquisition of the C. D. Johnson 
Lumber Corporation, an outstanding 
Pacific Northwest timber and lumber 
concern, by the Georgia-Pacific Ply- 
wood Company, it was announced No- 
vember 12. George R. Birklund, chair- 
man of the board, and Robert F. John- 
son, president of the Johnson Com- 
pany, and also Owen R. Cheatham, 
Georgia-Pacific president, reported 
the negotiations. 

Mr. Cheatham said_ stockholders 
representing over 65 percent of the 
Johnson stock have indicated they will 
accept the offer made by Georgia- 
Pacific. On Saturday the offer was 
made by Georgia-Pacific by letter to 
the remaining stockholders of the 
Johnson Company and also to the Pa- 
cific Spruce Timber Company, a John- 
son holding company, who own the re- 
maining stock in the Johnson firm. 
The offer amounts to $80 a share for 
the Johnson stock. 


Ticoulat Appointed 
DPA Deputy Administrator 


Gabriel J. Ticoulat was recently 
appointed DPA Deputy Administrator 
for International Problems. As DPA 
Deputy Administrator, Mr. Ticoulat 
will fill the position held by Edwin T. 
Gibson resigned. Mr. Ticoulat will be 
Mr. Fleischmann’s deputy to act on 
all international matters relating to 
materials and their production and 
allocation. Among other duties, he 
will be the spokesman for all foreign 
claimants on the DPA Requirements 
Committee and will represent the 
Administrator on the DPA Vital Ma- 
terials Coordinating Committee, and 
the Foreign Supply and Requirements 
Committee of the Office of Defense 
Mobilization. He will be Chairman of 
the Policy Committee which will ad- 
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@ Cross Cutting 
@ Compound Mitering 
@ Ripping 





HERE'S THE ANSWER — ONE MACHINE — 
A WILSON for All these operations 


@ Rabbeting 
@ Ploughing 
@ Dadoing 





@ Shaping 
@ Fluting 
And Many More 
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2, 3, 5 and 72 HP 
Models Available 


Manufactured by 
MEDIA MACHINE WORKS, 


MEDIA, PENNSYLVANIA, U.S.A. 
Established 1922 
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BERYL 
BRUCE 
MELVIN 


"WE SELL TO SERVE AGAIN" 


ton; thts dloodla. > 


Manufacturers of Quality Southern Pine and Hardwoods MILLS 
Our customers tell us Anthony Brothers’ ber and our years of experience, you are Springhill Lumber Co....Springhill, Louisiana 
stock is of matchless quality. Because of assured of getting top quality lumber. Let SE EE Sicnndss keunaete L&AKCS RR. 


our three mills cutting over 40,000,000 feet US Prove it... Try a car. 


annually, equipped with the latest ma- Write, wire or telephone for latest Urbana Lumber Co........ Urbana, Arkansas 
chinery, an excellent supply of good tim- quotations. irc. Mill oo. eeeeereceeee Mo. Pac. R.R. 


P.O. BOX 86 


Anthony-Williams Lbr. Co....Calion, Arkansas 
Gr GIN aid cckicsebcanson CRI&P_R.R. 





URBANA. ARKANSAS 

























NORTHERN 


HURTSBORD 


WHITE PINE LUMBER COMPANY 
NORWAY MANUFACTURERS 
Short Leaf Pine 











Hardwood Lumber 
Boards Our Specialty 


WE MAKE POPLAR BEVEL SIDING 
AND RESAW PINE AND HARDWOOD 


PHONE 148 
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OAK FLOORING 
Moulding Pine Finish @ We are in a position to Ship Oak 


in 25/32in. 1/2in. 
Flooring and Air Dried Yellow Pine Boards 
in the Same Car 


Plant at HURTSBORO. ALABAMA ca Phone 129 















RAINY LAKE LUMBER CO. Ltd. 


Seles Oeo 
2020 Chicago Title & Trust Bldg. CHICAGO 2, ILL. 


Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 
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vise the Administrator of the Defense 
Materials Procurement Administra- 
tion. 

Mr. Ticoulat is a past president of 
the San Francisco Sales Managers 
Association, and first vice-chairman 
of the National Sales Executives, Inc. 


‘American Forest Policy" 


Purpose of the volume, American 
Forest Policy by Luther Halsey Gu- 
lick, is “to bring into focus the cen- 
tral question: In the area of forestry, 
how has government sought to influ- 
ence the economy, through what de- 
vices, with what results in adminis- 
tration and to the economy?” The 
author shows how public ownership 
has grown to encompass a quarter of 
all commercial timberlands, what 
problems this has created, and how 
these have been solved or left un- 
solved. 

Mr. Gulick is president of the In- 
stitute of Public Administration in 
New York. He has lectured at Colum- 
bia, Yale, Chicago, and Pennsylvania; 
has been a special consultant to the 
state governments of New York and 
Massachusetts, to the United States 
Treasury, the Secretary of War, and 
the State Department. 

“The American forest policy” says 
Mr. Gulick, “is a democratic and prag- 
matic policy, full of experimentation 
and trial. It is a policy which com- 
bines governmental action with free 
enterprise, state socialism with pri- 
vate capitalism.” For further in- 
formation write Duell, Sloan & 
Pearce, Inc., 270 Madison Avenue, 
New York 16, N. Y. 





Forestry Art Contest 


Jay Broussard, left, director of the 
Louisiana Art Commission, and James 
E. Mixon, State Forester of Louisi- 
ana, hold one of the prize-winning 
paintings which will be shown at the 
national meeting of the Society of 
American Foresters in Biloxi during 
December. The painting, which won 
first prize in the professional class of 
the First Louisiana Forestry Art Ex- 
hibition judged in November, is one 
of 250 paintings entered in the ‘con- 
test which depicted some phase of for- 
estry or forest industry. 


Swain Memorial Dedicated 


A 15-acre memorial forest, located 
a half mile east of Fairland, Ind., was 
dedicated October 25 by John Watkins, 
lieutenant-governor of Indiana, in 
honor of B. F. Swain, former lumber- 
man of Shelbyville. The ceremony 
climaxed a three-day forestry demon- 
stration, which began on October 23. 


The forest. was established in 1947 by 
B. F. Swain Jr., president of the Na- 
tional Veneer and Lumber Company, 
Seymour, Ind., and has been managed 
since by W. C. Finley, of the Ameri- 
can Walnut Manufacturers Associa- 
tion and the Veneer Association. 

The last day of the demonstration 
was devoted to forestry practices of 
interest to farmer and _ timberland 
owners, including the selection of 
harvest trees, marking trees to be cut 
and a demonstration of a new wood- 
chopping machine. 

The entire program was conducted 
with the cooperation of the Indiana 
Department of Conservation, the 
United States Forest Service, Purdue 
University and the American Walnut 
Manufacturers Association. 

The forest will be used as an out- 
door laboratory for youth groups for 
the study of forestry. 


Operations of Grant 
Pulley & Hardware Described 


Grant Pulley & Hardware Co., is 
offering a new 20-page booklet de- 
scribing the firm, its history, opera- 
tions, production facilities, products 
manufactured, potential and research 
and development procedures. 

Prepared to aid Government Evalu- 
ating Agencies, the booklet lists avail- 
able machinery, manpower, location, 
transportation of finished materials 
and other pertinent information. The 
booklet is available upon request. 
Write Grant Pulley & Hardware Co., 
31-85 Whitestone Parkway, Flush- 
ing L. L, N. Y. 





THE ECONOMICAL 
ANSWER 





construction. 


frames in your own shop. 





TO BUILDERS’ 
WINDOW PROBLEMS 


Sash balances for double- 
hung windows... Schools, 
hospitals and industrial, 
commercial, residential 


With Pullman Sash Balances builders can use 
prefabricated windows made without allowance 
for weight boxes or special type-balances. In- 
stallation is quick. On-the-job carpentry work a 
minimum. Thus labor costs are low. Offer pre- 
fabricated windows with genuine Pullman Bal- 
ances — or install Pullman Balances in stock 


THE BALANCE WITH 
A LIFETIME GUARANTEE 


Guaranteed against imperfect workmanship 
or materials for the lifetime of the building in 
which they are installed. 


WRITE FOR LITERATURE 






tion Kilns. 


ing rules. 


Ozark Brand. 








fi\{\| MANUFACTURING coRPO} 


ROCHESTER 21, N.Y., U. 
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OZARK 


1927 == BRAND -- 195! 
OAK FLOORING 


Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Oak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
It 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 


Try a shipment and see for 
yourself the fine quality of 
















is accurately 


THE OZARK OAK FLOORING, CO. 


BISMARCK, 
MISSOURI 
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= J. C. Galbraith, 
:  §r., of El Paso, is 

president and only 

living founder. 


J. C. Galbraith, 
Jr., of Dallas, is 
vice-president. 


Vice-president J. 
L. Foxworth, of 
Dallas. 


Foxworth-Galbraith Reaches 
50th Year of Operations 


The venerable Foxworth-Galbraith 
Lumber Company is now celebrating 
its Fiftieth Anniversary. This mile- 
stone in the Texas company’s life is 
being observed throughout its 70 re- 
tail lumber yards. 

The story of how Foxworth-Gal- 
braith Lumber Company grew, is 
really the story of the industrializa- 
tion of Texas and the Southwest. At 
that time the country was ready for 
industrialization and development. By 
the end of “the century there were 
three million people living in the state 
—an increase of 273 percent over that 
in 1870. 

One of the secrets of Foxworth-Gal- 
braith’s success can be found in the 
personalities of its founders ... in 
their ability to lead others. 

After receiving his degree from the 
University of Mississippi, founder W. 
L. Foxworth packed his pennants and 
football gear, and headed for Orange, 
Tex., where he was employed by 
Lutcher-Moore Lumber Company, as 
bookkeeper. 


In 1901, he left this firm and started 
a lumber yard at Stratford, Tex., 
named Foxworth Lumber Company. 
Shortly thereafter he went to Twist 
Junction and started his second lum- 
_ yard which moved later to Dal- 
art. 

And, as young Foxworth turned 
westward, an Episcopal rector left 
Caickmacross, Ireland, with his wife 
and eight children, to board a ship 
bound for the new world. The rector’s 
name was Galbraith. 

In 1909, H. W. Galbraith joined A. 
P. Jackson in the retail lumber busi- 
ness in New Mexico. They opened 
yards under the name of Jackson-Gal- 
braith Company at Alamogordo, Capi- 
tan, and Cloudcroft, New Mexico. Mr. 
Galbraith had learned the lumber 
business during his early years with 
Burton-Lingo Company. 

Galbraith and Jackson were deter- 
mined to expand and were looking for 
someone to go in with them. Mr. 
Galbraith had heard of Foxworth 
Lumber Company and stopped off in 
Dalhart one day to visit Mr. Fox- 
worth. After talking to Foxworth, 
Mr. Galbraith sent Jackson this wire: 
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“Have found the man we have been 
hunting for. Catch first train to Dal- 
hart.” 

Thus, from the meeting which fol- 
lowed soon after, was born the com- 
pany which was later to become Fox- 
worth-Galbraith Lumber Company. 

In 1906, Mr. Jackson died, and it 
was that year that H. W. Galbraith’s 
brother, J. C. Galbraith, joined the or- 
ganization. He had been with Bur- 
ton-Lingo Company as had his brother. 

Today the company has grown from 
the original Dalhart yard to a chain 
of 70 yards serving Texas, New Mex- 
ico and Arizona, with one yard in 
Needles, Calif. 

The company is celebrating its an- 
niversary with an all-out advertising 
campaign which includes full-page ad- 
vertisements and a special free gift 





promotion which will increase the 
number of customers considerably in 
all yards included in the campaign. 
The merchandising-advertising of the 
company ha been so successful that 
many other companies have requested 
use of Foxworth-Galbraith advertis- 
ing. 

The company’s yard improvement 
program is a continuing thing which 
sees the complete rebuilding of vari- 
ous yards throughout the organiza- 
tion. The original yard at Stratford 
recently has been completely remod- 
eled from lumber sheds to sales room. 
It now has a beautifully varnished 
store front in natural wood with the 
company’s trademark emblazoned in 
three-dimensional letters. Other yards 
in all districts are being transformed 
into modern building materials stores. 
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REMODELING 


Close to you are business houses and town or country homes that 
need fixing up. The more successful lumber dealers are converting 
these prospects into profitable jobs with many of them using 


Grani-lite ... 


the new baked finish wall panel that everyone is 


talking about. At least 8 out of 10 remodeling jobs have a use for 


Grani-lite . . 


. in offices, show rooms, rest rooms, bath, kitchen, 


recreation rooms and many other rooms: where the easiest-to-clean 


walls are desirable. 


Grani-lite sells because: it’s unusual color finish closely resembles 
real Granite; it’s top grade baked finish assures longer wear and 
lasting satisfaction to your customers; it’s large size panels cover old 
or new walls quickly; and it’s so very easy to keep clean. 


By stocking and selling Grani-lite you can get more of those close- 
to-home jobs. Don’t miss seeing this easy-to-sell product. 


Distributed through Lumber and Building Material Jobbers and Dealers 
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IVAR LUND, of 
Cloquet, Minn., 
right, pounds the 
gavel for his fel- 
low officers in the 
Wood Conversion 
Company 25-Year 
Club. Mr. Lund 
was elected presi- 
dent and the 
others left to 
right are Fred 
Amlotte, Cloquet, 
treasurer; R. W. 
Howard, Chicago, 
vice-president; 
and Myrtle 
Hjelm, St. Paul, 
secretary. Thirty- 
one 25-Year em- 
ployes were hon- 
ored by the com- 
pany. 


Wood Conversion Honors 3! Twenty-five Year Employes 


Wood Conversion Company, St. 
Paul, Minn., manufacturer of Nu- 
Wood, Tufflex and Balsam-Wool, re- 
cently paid tribute to 31 twenty-five 
year employes at a banquet at the 
Kitchi-Gami Club in Duluth. The ac- 
cumulated service of the 31 employes 
amounted to well over 700 years. 
During their years of service the 
company’s plant has expanded to 100 
times its original size. The organiza- 
tional meeting was the first for the 
Twenty-Five Year Club. The com- 
pany was founded in January of 1921. 

E. W. Davis, president of the firm, 


and D. M. Pattie, vice-president and 
general manager, spoke at the meet- 
ing and later passed out the awards. 

Among those to receive the award 
were: J. D. Spencer, Myrtle Hjelm, E. 
S. Swanson, L. N. Harrison, M. M. Wels- 
hons, D. M. Pattie, and E. W. Davis of 
the St. Paul Office; A. L. Spafford, I. 
R. Lund, Florence Vnuk, A. F. Jenkins, 
A. O. Anderson, George Anderson, J. 
W. Nelson (Posthumous), L. R. Larson, 
C. E. Westlund, R. W. Ridlington, J. N. 
Larson, Rudar Hanson, F. A. Amlotte, 
J. H. Webb, Arne Bru, J. E. Anderson, 
F. C. Enlund, J. J. Gleason, B. A. Carl- 
son, G. R. Norgren, and A. J. Golen of 
the plant at Cloquet, Minn.; as well as 
H. W. Hintze of Peoria, Ill.; W. W. 
Craig of Milwaukee, Wis.; and R. W. 
Howard of Northbrook, Tl. 





Georgia-Pacific Annual Report 


Georgia-Pacific Plywood Company’s 
annual report for 1950 has been selec- 
ted by an independent board of 
judges in the Financial World an- 
nual survey as “Best of Plywood In- 
dustry.” 

The bronze “Oscar of Industry” was 
presented to Georgia-Pacific at the 
1ith Annual Awards Banquet in the 
Grand Ballroom of the Hotel Statler, 
New York City, October 29. 

Weston Smith, executive vice-presi- 
dent of Financial World and origina- 
tor of the survey, presented the tro- 
phies at the banquet, which was at- 
tended by more than 1,300 American 
and Canadian corporation executives. 

It was the opinion of the judges 


Best in Plywood Industry 


that Georgia-Pacific’s report ranked 
first in the industry, with U.S. Ply- 
wood Corporation taking second place 
and The Mengal Company third place. 

The jury which made the final selec- 
tions was headed by Dr. Carman 
Blough, Research Director of the 
American Institute of Accountants. 
He was assisted by Dr. Pierre R. 
Bretey, President of the National 
Federation of Financial Analysts So- 
cieties; Elmer Walzer, Financial Ed- 
itor of the United Press; Denny Gris- 
wold, Publisher of Public Relations 
News; and Guy Fry, past President 
of the National Society of Art Di- 
rectors. 





COMPANIES ANNOUNCE 


Chambers Illinois Corporation, Chi- 
cago, distributors for the Chambers 
Corporation, Shelbyville, Ind., has ap- 
pointed Russell Gardner to head a 
newly created builders’ division. Mr. 
Gardner joined the Chambers organi- 
zation after a number of years as 
architectural representative in Chi- 
cago for the Pittsburgh Plate Glass 
company, where he specialized in pro- 
motion of that firm’s products through 
members of the building profession. 
Appointment of Mr. Gardner was an- 
nounced by E. F. Mullen, general man- 
ager of Chambers Illinois Corporation, 
who said “modern ideas in section- 
alized, counter-level cooking facilities 
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for new and remodeled kitchens has 
made necessary establishment of this 
new department under the direction 
of a man experienced in the problems 
of builders.” Mr. Mullen added that 
appliance merchandisers have found 
that an entirely different approach, 
aimed at architects, contractors, and 
others in the building field, is essen- 
tial to successful promotion of the 
firm’s new line of built-in gas cooking 
units. 


Protective Papers Inc., Union, III. 
has announced the appointment of 
Michael A. Nemeth as sales manag- 
er, in charge of both building material 
and industrial sales divisions. Pro- 
tective Papers, under Mr. Nemeth’s 
direction, will continue to offer dealers 





through their jobbers, a complete line 
of building papers under the well. 
known Leatherback trade name, ~ 


OBITUARIES 


KURT STOEHR, 70, died Novem- 
ber 20 at his home in Evanston, II, 
Mr. Stoehr was vice-president of the 
Oconto Lumber Company and the Bay 
de Noquet Lumber Company, with 
offices at 80 E. Jackson Blvd., Chicago, 
He had been with this organization 
for 47 years. 


EDWARD J. DYKE, well-known as 
a sales representative of The Celetex 
Corporation in the Chicago area for 
more than 25 years, passed away in 
St. Paul, Minn., on October 21. Mr. 
Dyke, a native of Toronto, spent most 
of his childhood and early youth in 
Minnesota. Following his discharge 
from the S. Navy after World 
War I, he went to Chicago where he 
worked for a local insulating firm. 
In 1924 he joined the staff of the 
Evanston Lumber Company and later 
the same year began his more than 
quarter century of selling for Celo- 
tex. About six months prior to his 
death, he had been transferred to the 
Celotex Minneapolis branch. 


CARL REEDER, Southern Cali- 
fornia sales representative for Ham- 
mond Lumber Company’s Redwood 
Division, died at Monte Sano Hospi- 
tal, Los Angeles, November 11, after 
an illness of several months. Mr. 
Reeder had been employed by Ham- 
mond Lumber Company since May 
1941. His lumber career started in 
1912 with San Pedro Lumber Co. He 
was later employed by L. W. Blinn 
Co., Hayward Lumber & Investment 
Co. and Hobbs Wall Co. Mr. Reeder 
had a host of friends throughout 
California, Arizona and Nevada. 


CHARLES B. TOWLE, 76, Lincoln, 
Nebr., a long-time officer and director 
of Curtis Companies Incorporated, 
Clinton, Iowa, died in Lincoln on No- 
vember 8, following an illness of 
some few months. From 1903, until 
his retirement in 1945, Mr. Towle was 
very active and prominent in the 
building industry, particularly in his 
own field of woodworking. In addition 
to being a vice-president and director, 
he was general manager of the Curtis 
Lincoln, Nebraska Division until his 
retirement six years ago. He was 
also vice-president of C. F. Curtis 
Company, Incorporated, and a director 
of the First National Bank of Lincoln. 


FRANK T. SHEETS, 61, president 
of the Portland Cement Association 
since 1937 and nationally known high- 
way engineer, died suddenly Novem- 
ber 3 in Passavant Hospital, Chicago. 
Mr. Sheets joined the Association in 
1933 as consulting engineer with a 
background of 12 years as chief high- 
way engineer and superintendent of 
highways for the state of Illinois. For 
four years prior to his election as 
president of the Association, he served 
as consulting engineer and director of 
development for the PCA. 

Under his leadership as director of 
development, a number of important 
technological advancements were made 
in the fields of portland cement and 
concrete. Outstanding among these 
were the development of soil-cement 
for paving light traffic roads and 
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FOR SALE 


in Central Illinois 


One Saw Mill & 80 Acre Farm with 100 H.P. 
Diesel Motor and Mill Planer. Approximately 
500,000 feet of Hardwood Logs, Soft Maple and 
Cottonwood on yard. Options on Large Quan- 
tity of Standing Timber, also the following 
Equipment: 2 Cats, 2 Tractors, 3 Trucks, 2 
Trailers, 2—5th Wheel Trucks, 1 Boom Truck, 
2 Power Saws and other Miscellaneous Equip- 
ment. Price $90,000.00. 


Address Box S-20, American Lumberman, Inc. 
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GAUGE 
for Swing Saws 
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30 Days Free Trial 
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34" White Ash Panelling 


Cc 





Manufactured from kiln dried No. 2 Common Firm Textured 
Ash and permits all the sound defects allowed in that grade. 
It is center-matched and V-jointed on each edge on both faces 
so that either side may be used. Lengths run from 3' and 
longer, odd lengths, not over 10% 3 to 6’, very heavy to 8' 
and longer. Face widths are 34/44", 444", 514", 614," and 7!/," 
—heavy to 5'/,". Sells in competition with Knotty Pine—in 
fact, we feel that it is superior to Pine panelling, in that the 
grain characteristics of Ash are more striking than Pine. The 
price is definitely competitive. 


Write for samples and prices. Shipped in mixed cars with 
Aromatic Red Cedar Closet Lining, Red Cypress and 
Philippine Mahogany Panelling and Kiln Dried Yellow Pine 
Shed Stock. 





Robert 0. Foerster Lumber Co., Inc. 


P.O. Box 6012 


Jacksonville, Florida 
Phone 2-3642 











GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


wet WHITE PINE Sticks 


Also some Norway and Spruce 
AIR-SEASONED — WATER-CURED 
Rough or Dressed 


Special. White Pine Dry Short Shorts. 
C.Sel. & B. 4/4 to 8/4, 3“&wider x 16/71”. 
1, 2, 3, 4 Com. 4/4 to 8/4, 3“&wider x 13/71”. 
Sawmills — Braeside and Temagami, Ontario 
1842 Member N-A, W.L.A. 1951 








THE MEADOW RIVER” 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 











LURKS omy ter: THE LOWEST PRICED 


PLANER’ 
THAT’S REALLY PRACTICAL 


For the small shop, mill or lumber yard that desires to keep equip- 
ment costs to the lowest practical minimum, the BUSS No. 208 is 
the perfect answer! It will handle everything within its 20x 8" 
capacity with speed and accuracy. It has a heavy cast iron base, 
sectional infeed-roll, sectional 
chipbreaker, 4 driven rolls, built-in 
knife grinding-jointing attachment, 
fully enclosed motors and many 
other desirable features. Available 
in various feed rates, Write for 
details. 

















The BUSS line 


contains the ideal 
planer for every pro- 
duction set-up — 
single and double 
cabinet surfacers in 
various capacities and 
the No. 55 Double 
surface Roughing 
Planer. Bulletins on 
request, 


' PLANER 
SPECIALISTS 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, 
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streets, and the tilt-up method of con- 
struction. 

Mr. Sheets’ 14 years as president of 
the Portland Cement Association were 
marked by many important accom- 
plishments. Under Mr. Sheets, the 
Association built a $3,000,000 labora- 
tory which stands today as the largest 
and the most completely equipped in 
the world devoted exclusively to re- 
search in cement and concrete. Just 
a few months ago, work was com- 
pleted on the rebuilding of the Asso- 
ciation’s general headquarters build- 
ing at 33 W. Grand Ave. in Chicago. 

Also under Mr. Sheets’ leadership, 
the Association organized a continu- 
ing program_of national advertising 
and public relations. 


LLOYD CLANTON, long-time di- 
rector of the National Retail Lum- 
ber Dealers Association from Louisi- 
ana, died November 10. Mr. Clanton 
had suffered several heart attacks 
during the past year. 


PAUL C. HAMANN, district lum- 
ber representative for the Chicago and 
North Western Railway Company, 
with offices in Chicago, passed away 
November 9. 





NEW KIND OF DIRECT MAIL 
APPROACH 


(continued from page 37) 





without knowing just how it 
comes about. 

We are aware that the promo- 
tion has created a fine and ac- 
tively interested spirit within 
our sales organization and evi- 
dent reaction of a favorable 
kind from our customers. 

These last few years have 
been strange ones. We have 
sometimes felt (and have prob- 
ably conveyed that idea to our 
customers) that we were almost 
too busy to do business. It is a 
fatal impression to make. At 
our retail stores we have gotten 
over that idea. We are looking 
for detail. We believe it is the 
procedure for serving custom- 
ers. Along with much of our 
merchandise comes an explana- 
tion of application or a plan of 
procedure. A customer plan- 
ning an $800 home improve- 
ment is not going through the 
same mental motion as he is 
when he lifts a can of beans 
from a grocer’s shelf. Detailed 
understanding is important to 
him and it is our pleasure to 
show him the know-how. 

We are, through our present 
procedure of advertising con- 
tact, controling our company 
policy in the finest way we have 
yet devised ... through the lo- 
cal manager. He likes it, we like 
it and our customers like it. 
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IMAGINATION AND MANAGE- 
MENT HELP NEBRASKA 
COMPANY GROW 


(continued from page 40) 





pects has been effective in 
eliminating seasonal sags in 
volume in the city business, 
while the vigorous portable 
building program takes the 
sags out of the farm business 
volume. 

In addition to the major 
management and merchandis- 
ing ideas in the Spelts com- 
pany, there is a constant influx 
of minor ideas which help to 
build both sales and reputa- 
tion. An example: the company 
noticed most of its house con- 
tractors were content with 
placing a poor-looking tool 
shed on job sites. Now Spelts 
Lumber company provides con- 
tractors with neat, well-kept 
sheds which enhance the repu- 
tations of both Spelts and the 
contractors. 

Another example: special 
farm items are offered for sale 
on the days of sales at the local 
stock yards. 

The reasons for the rapid 
growth of the Spelts Lumber 
Company until it now contains 
16 retail yards and a whole- 
sale business are many, but 
back of each reason is a man- 
agement that is always looking 
for new ideas in management 
and merchandising—and at the 
same time always looking for 
new ways to improve the old 
and tried ideas. 





REGISTRATION LIST AT NRLDA 
CONVENTION IN CHICAGO 


(continued from page 56) 





PUCKETT, DAVE M.—Puckett Lumber 
Company, Princeton, Ind. 

REED, G. L.—G. L. Reed Co., Missoula, 
Mont. 

REEVES, B. J.—Smith Lumber Co., Al- 
bany, Ga. 

REID, W. R.—Corpus Christi Brick & Lbr. 
Co., Corpus Christi, Tex. 

RENIER, C. J.—The Renier Co., Ince., 
Detroit, Mich. 

RICHARDS, H. L.—Richards & Krueger 
Co., New Braumfels, Tex. 

RINELER, M. R.—wNational Plan Service, 
Ine., Chicago, II. 

ROWELL, JOSEPH G.—Atlanta, Ga. 

RUNION, PHIL—Nebraska Lumber Mer- 
chants Assn., Lincoln, Neb. 


SCHAUB, R. A.—No. Indiana Lumber & 
Coal Co., Whiting, Ind. 

SCHNEIDER, VICTOR F.—City Lumber 
Co., Jackson, Tenn. 

SCOTT, J. F.—East Denver Lumber Co., 
Denver, Colo. 

SHERAR, JOSEPH W.—Western Pine Asso- 
ciation, Portland, Ore. 

SIKES, HOWARD—Dixie Plywood Co. of 
Atlanta, Atlanta, Ga. 

SMITH, CHARLES A.—Johnston Lumber 
Company, Rock Falls, Il. 

SMITH, FLEMING W.—A. J. Smith Co., 
Nashville, Tenn. 


SMITH, J. E.—City Lumber Co., Jackson, 


Tenn. 

SMITH, J. V.—Mountain States Lumber 
Dirs Assn., Denver, Colo. 

SMITH, RUFORD 4H.—Mouton Lumber 
Company, Ltd., Lafayette, La. 

SMYERS, V. L.—W. Penna Lumber Dealers 
Assn., DuBois, Pa. 

SPENCER, W. T.—Spencer Lumber (Co,, 
Gastonia, N. C. 

STAIGER, GEO. M.—Lord Lumber & Coal 
Co., La Grange, Ill. 

STAIR, FRED R.—Farragut Lumber Co.,, 
Knoxville, Tenn. 

STEIN, JOE—Stein Lumber Co., Fredericks. 
burg, Tex. 

STEINMAN, FORREST L.—Steinman Bros, 
Lumber Co., Bluffton, Ohio 

STERNER, E. DONALD—Sterner Coal & 
Lumber Co., Belmar, N. J. 

STINE, WILLIAM H.—Stine Lumber Com- 
pany, Bryan, Ohio 
STOKELY, H. 
Brownsville, Tex. 
SUELZER, JOHN—Fort Wayne Builders 

Supply Co., Fort Wayne, Ind. 
SWEET, C. B.—Long-Bell Lumber Co., 
Longview, Wash. 


TAYLOR, A. U.—City Lumber Co., Jack- 
son, Tenn. 

THORP, O. R.—Thorp Lumber Co., La 
Marque, Tex. 

THOMPSON, C. A.—Thompson Lumber 
Company, Champaign, II. 

TORRENCE, FINDLEY M.—Ohio Associa- 
tion of Retail Lumber Dealers, Xenia, Ohio 

TURNER, FRED—Chicago, IIl. 


UMLA, WALTER E.—Walter E. Umla, Inc., 
Brooklyn, N. Y. 


VARLIE, JOHN E.—The Celotex Corp., 
Chicago, Ill. 

VAUGHN, R. B.—Gulf Coast Lumber Co., 
Biloxi, Miss. 

VAN HOY, J. H.—Smith Lumber Co., 
Sanford, Fla. 


WALSH, ROGER W.—Walsh-Anderson Lum- 
ber Co., Great Falls, Mont. 

WEHRENBERG, FRED—Standard Lumber 
& Supply Co., Ft. Wayne, Ind. . 

WALTER, DAVID—Columbia City Builders 
Supply Co., Columbia City, Ind. 

WESTOVER, E. F.—Westover-Kamm Com- 
pany, Bay City, Mich. 

WILBUR, H. W.—Wilbur Lumber Co., 
West Allis, Wis. y 

WINTERS, R. V.—wNational Plan Service, 
Chicago, Ill. A 

WOOD, W. WADDY—Small Homes Guide, 
Chicago, II. 

WYLIE, ARTHUR, MRS.—Elwood Lumber 
Co., Elwood, Ind. 


L.—Frontier Lumber Co., 


Answers to What's YOUR 

Answer? 

Stop! Read Questions on Page 62. 

1—Spelts Lumber Co. arranges its 
building program so that work- 
ers employed elsewhere can com- 
plete portable buildings in their 
spare time. See Page 38 for de- 
tails. 

2—Read the 32-page booklet avail- 
able free from American-La- 
France-Foamite Corp. See Page 
77. 

3—Thomas Products Co., 
Mich. See Page 67. 

4—The Etling Window, Barberton, 
Ohio. See Page 4. 

5—Because “everything hinges on 
Hager.” Page 23. 

6—Mustang shingles. See Page 45. 

7—By writing on the order the same 
“DO” or “DX” order that was 
extended to him. For further de- 
tails see Page 53. 

8—Chicken wire. Keystone Steel & 
Wire Co., Peoria, Ill. Page 22. 

9—Tracy Kitchens. Tracy Manufac- 
turing Co., Division of Edge- 
water Steel Co., Pittsburgh. 
Page 17. 

190—James B. Veach, who is alse 
president of Hardwood Corpora- 
tion of America, Asheville, N. C. 
Page 9. 


Detroit, 
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